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OUR NEXT ISSUE THE COVER 1939 


With the April issue, DISPLAY WORLD inaug- From Havana, Cuba, comes this month's cover “Display should teach the customer what 
urates a regular monthly feature on current Chi- _ illustration. Done by Carlos de los Santos, for she needs. Display which has for its purpose 
cago displays, as well as bringing you more Havana's fashionable El Encanto, the display was that of suggesting and selling ideas will, in 


up-to-the-minute displays from Los Angeles and one of a series for the bride. In this particular the long run, sell more merchandise than the 
New York City, plus ideas in photographs, sketches, window the background was in different shades of display which merely suggests a particular 
and articles for early summer settings of all sorts. blue. The small figures and show card frame were item. Education for salespeople and selling 
George Wagner, J. L. Brandeis & Co., Omaha, in white, while the heart was of quilted red satin. executives along lines to make this type of 
will contribute a thoughtful article on men's wear The mannequin was a miniature figure 36 inches display more effective should be a definite 
display. Kiley's sketches will of course be included, high, gowned in the latest French model, with a part of the program of the display manager.” 
as will the other regular features—also the latest bridal veil of genuine Brussels lace. The cupids —C. S. Thompson, vice-president, Jordan 
l. AD. M. convention arrangements. were suspended from the ceiling by very fine wires. Marsh Company, Boston. 
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More Practical Than Kentucky Blue Grass Sod. 
for DISPLAY 


Many thousands of spectators 
walked over the BURKARPET 
Grass Matting, shown in the 
photograph at the left, to view 
the cut flower exhibit at the St. 


Louis Flower Show. 


Have you received 
your copy of our 
new Display Cata- 
log? If not, write 
for it now! 


GRASS ARP 
BURKARPET "Dati ee 


CARNSON WAGNER CO 
GRASS MATTING 





ST Lous MQ. 


“More Useful Than Natures Product Jor Display” 


BURKARPET Grass Matting is colored to an exact BURKARPET Grass Matting is available in three 
hue of fresh, natural Kentucky Blue Grass sod. Use popular sizes: 36-inch, 54-inch and 9 feet wide. By 
this fresh-appearing, sun-resisting new grass matting the yard in any desired length. Shipped from stock, 


for your summer displays in the window, interior or F. O. B. St. Louis, Mo. 


convention exhibit. 


WALK ON IT—USE EITHER SIDE. 


Order this new popular grass matting now! 


meee imac 36 inches wide, 54 inches wide, 9 feet wide. 
[his new grass matting is tailored to an even thick- 
t we) t 
- . Per square yard $1.00 
ness. Excellent for use under shoe stands, mannequins ’ 


and display fixtures. (Display jobbers write for complete information) 


GARRISON - WAGNER COMPANY 


MANUFACTURERS IMPORTERS DISTRIBUTORS 
1629 LOCUST STREET ST. LOUIS, MO. 


Photograph Actual Size 


GARRISON-WAGNER CO. 1629 Locust Street, St. Lours, Mo. 
Send Me Without Obligation a Sample of Burkarpet Grass Matting 
RAMEE. ..--.- oa pertains hla Nes cies eraian agit Sree 

COMPANY 

ADDRESS .- 

‘i , pecnahta te eres 
[SEND ME YOUR DISPLAY CATALOG [(] Check Here] 


Exclusive iainentl Dishibutorn... BURKARPET GRASS MATTING 
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Display Inspirations Offered 
By Fair’s Mural Technique 


Those displaymen who have been fortu- 
nate enough to have a first-hand preview of 
the striking murals of the New York 
World’s Fair are unanimous in their state- 
ment that they seem to open up a brand new 
and intriguing vista for the display field. 
Not only the new combinations of color and 
the treatments given the various subjects, 
but the materials the muralists are employ- 
ing are important in this respect. We find 
bold use of odd colors, as described in pre- 
vious issues of DISPLAY WORLD, but one 
muralist is working with ferro-enamel baked 
on a special steel; another is using linoleum; 
a third is experimenting with metal strips, 
while another is to use polarized light to 
secure a changing color effect. 

The five murals being done for the Home 
Furnishings building by the celebrated J. 
Scott Williams are unique in all that the 
word implies. There are no other outdoor 
murals like them in existence as yet, and the 
brilliance and durability of coloring achieved 
in the panels already in place are even now 
attracting widespread artistic attention. 

The story of Williams’ new technique is 
called “the realization of the dream of the 
artist who works in colors, for a medium 
or process as enduring as bronze or marble 
is to the sculptor.” These are the murals 
done in ferro-enamel baked on steel. Their 
theme is “community interests” and the main 
mural dramatizes the elemental forces which 
man combats in his contest for shelter and 
better living. (See center illustration on 
page 36.) This mural will be 72 feet long 
and 27 feet high. It will be made up, as will 
the smaller panels, of great numbers of 
plates on which the enamel has been baked. 
The plates are 32 by 39 inches in size and 
about 200 of them will be used in the main 
mural with its dramatic figures representing 
Snow and Winter Storm, Cold and Frost, 


we 


® 





the Sun, Wind and Storms, and Rain and 
Flood. 

Thus enamel work on steel or 
familiar in its use on store fronts, is turned 
into a practical artistic medium. The art 
effect is one of the oldest, but the process 
and sturdy base entirely new. The steel that 
is used for the plates is almost an iron in 
its softness. The plates must be fired in an 
electric furnace at 1550 degrees Fahrenheit 
and fired separately after different coats of 
white are sprayed on before the craftsman 
and designer go to work on them. 

The elaborate use of murals at the fair 
comes about through a deliberate attempt to 
enliven American architecture and so intro- 
duce life and gaiety into the monotone 
scenery of American cities. The Fair corpo- 
ration itself has 102 murals under way or 
completed, representing all schools of the art 
of today and tomorrow, from the conserva- 
tive to the ultra-radical. Many of them are 


iron, now 


of impressive dimensions, ranging up to 250 
feet in length and 60 feet in height. Thirty- 
two mural artists have each been allotted a 
building or a portion of a building for dec- 
oration. In addition, industrial ex 
hibitors are following the fair’s example, 
while foreign governments are planning 
elaborate decorative treatments done by art- 
Ernest Peixotto, 


many 


ists of their own countries. 
noted muralist, is in charge of the project. 

“An exposition provides a unique oppor- 
tunity for experimentation and innovation,” 
declares Peixotto. “It can also exert a pro 
found influence on design. Chicago in 1893 
set a fashion in classicism that persisted for 
years, and the Century of Progress in 1933 
and 1934 popularized modernism in architec- 
ture. True, the Century of 
employ color to some extent, but there was 
no attempt to attain and 
exterior murals were not used at all. 

“Our objective is to point the way for the 


Progress did 


color harmony 


development of mural painting in the fu- 
ture, and we hope that our prismatic color 
scheme for the fair, involving a combination 
and blending of murals and solid colors, will 
exert a definite influence toward enlivening 
architecture.” 

The fair’s prismatic color scheme involves 
the setting up of color zones similar to the 
side of the 


bands of a rainbow On one 


dominant color note of 
On the other side 


there will be 


fair grounds the 
buildings will be yellow. 
it will be blue. In 
gradations from vellow to orange to red to 


[Continued on page 36} 


between 


—Above is photograph of a panel by Carlo 
Ciampaglia on one of the walls of the Food 


building, New York World's Fair. The cen- 
tral figure is nature; the group on the left 
symbolizes food production, and that on the 
right, food consumption. The panel is set 
against a deep red background... . At left 
is seen one of a series of murals by Pierre 
Bourdelle, showing various phases of food 
production. The murals he is doing are exe- 
cuted in raised cement and have red for 
their dominant color— 
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Special Dromotions Featured 
Intew York Display Scene 


By KATHLEEN RIVERS 
Worsinger Window Service, New York City 


APRIL, 193 


The past month in display has been « 
of great activity around the New York 
scene, with special promotions in honor of 
National Millinery week and Childre: 
week occupying a great deal of space alo 
the avenue and with Easter displays comi 
in for a large share of attention by leadi 
retailers. The trend has been for a less 
spectacular Easter season than last year, 
with motion and music replaced by Victorian 
frills, elaborately designed Easter eggs, and 
giant flower baskets. The growing impor- 
tance of Easter as a season for exchanging 
gifts is reflected in the many windows de- 
voted exclusively to accessories and_ per- 
fumes, and the numerous innovations in the 
presentation of this gift merchandise. 

With merchandise from nearly every de- 
partment throughout the store contributing 
to the completed effect, a great garden pro- 
motion was staged by Display Director 
Samuel Blum across the entire store front 
at Bloomingdale’s. In the large corner win- 
dow shown in the first photograph, a con- 
genial group gathers for an informal bar- 
becue picnic in the garden. The simulated 
field stone fireplace attracts the eye with 
its flickering red flames, electrically moti- 
vated. 

The floor is laid with mellow pink simu- 
lated brick, with a border of grass matting 
in which bloom bright artificial tulips. The 
painted foliage and tent on the blue back- 
ground lend depth and perspective to the 
scene. Nearly every item, including men’s 
and women's apparel in this and adjoining 
windows of the series, is listed on the win- 
dow card as carried in stock, under the 
heading, “How does your garden grow ?” 

A delightful series of children’s fashion 
windows was created by Hal Williams, dis- 
play director, Altman’s, under a_ heading 
which began in true story book fashion, 
“This is the story of our Hard Candy Print 
Dresses—.” The enchanting appeal of the 
windows to children and grown-ups alike 
was that of a great picture book magically 
come to life, each window unfolding a chap- 
ter in the adventures of little girl manne- 
quins as they set out to find the candy 
castle where are made the candies that 
pattern their dainty frocks. (See second 
illustration.) 

The first three windows picture them en- 
tering Candy Land through portals in the 
form of huge books, crossing a stick candy 
bridge and arriving at the airport to wait 
for planes to fly them on the next lap of 
their journey. The window illustrated h 
shows them flying through space on tl 


—Upper display, by Samuel Blum, Bloom- 
ingdale's. . . . At left, by Hal Williams, Alt- 
man's. (All photographs by courtesy of Wor- 
singer Window Service, New York City)— 
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planes, which take the form of giant dragon- 


flies with brightly painted wooden bodies, 


and wings sturdily constructed of heavy wire 
and cellophane. Beneath them are masses 
of “sugar spun clouds” of silky white angel- 
hair over shelf-like wall board units in 
irregular cloud formation. Painted in rosy 
tones on the blue background is the candy 
castle, with its little projecting towers of 
red-painted wood gleaming invitingly. In 
the following window they are seen alight- 
ing at the big red gates of the candy castle. 
In the next window they are in the kitchen 
of the castle, grouped around a huge kettle 
covered in copper foil and flanked by a big 
spoon, 

A decorative street lamp decked out in 
frills and flowers made the lovely and ap- 
propriate display theme for a series of Macy 
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—Immediately above, by Irving Eldredge, 
R. H. Macy & Co. . . . Upper right, by 
Sidney Ring, Saks-Fifth Avenue. . . . Lower 
left, by Dana O'Clare, Lord & Taylor. . 
Lower right, by Hal Williams— 


windows in which Display Director Irving 
Kldredge presented authentic copies of orig 
inal Paris imports. The color scheme in 
this setting (seen at the upper left on page 
5) takes its key from the vivid stripes ot 
the highlighted Schiaparelli model. The 
base of the lamp is gray and the lantern top 
is finished in vibrant red, topped with a 
lovely pyramid arrangement of flowers en 
closed in a lacy frill. The gay spring mood 
of light-hearted fantasy is reflected in the 
model hand holding a froth of veiling in the 
lamp, the little lace ruffles which adorn the 
post, and the bird’s nest built on the wooden 


crosspiece from which dangles a swinging 
sign with the name, “Schiaparelli.” 
Satin-covered dress boxes are intet 
mingled with model heads coiffed with bril 
lant wigs of millinery braid on the circulat 
gray platform at the base of the lamp, and 
the couturier suggestion is further conveyed 


by the miniature dress form of purple fabric 


hung with needles, pins, and = spools of 
thread. As usual in these windows, the 
lighting effects are beautifully done, a soft 
rosy glow diffusing over the gray backwall 

“Distinctive Alligator Shoes in Nomad 
Colérs” was the des« riptive title of the win 
dow at the upper right, which was one of a 
series of six in which Display Director Sid 
ney Ring, Saks-Fifth Avenue, presented the 
spring shoe story with effective simplicity. 


[Continued on page 33] 





The 
telling a 
taken up 
display directors 


idea of stressing a single theme in 
story has been 
Angeles 
Gone forever are the days 
windows were filled with 
merchandise, each fighting for 
This new development of playing up 
time often 


window display 


and dramatized by Los 


when “assorted” 
“eye-atten- 
tion.” 
one fashion idea at a carries 
through a series of windows. 

Display Director Aubrey L. Maley, Broad- 
Department Store, 
variation of the “single theme” 
inspirations. The first photograph 
he tells the three color fashion 
story in jacket and 
“Brown, Henna, and Atlantic Green, News 


way-Hollywood uses a 
idea on 
Easter 
shows how 


dresses accessories. 
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Los Angeles Windows 
Stress “Single Theme” 


By HELENA ROGERS 
California Display Technique, Los Angeles 


in Jacket Dresses” reads the card. On the 
background of blue is a peach-color scroll 
with yellow and white lettering, also a 
flower bouquet tied with orchid ribbon. 
White chiffon drapes the front of the win- 
dow, tied back by yellow Easter lilies. The 
ornate blue plastic displayer, with glass 
shelf, holds a white statue, flower, and per- 
fume, with additional accessories displayed 
at the Mannequins stand on blue 
blocks bordered with white chatt. A Gothic 
framed shadow-box divides the window. The 


base. 


spotlighting is from the ceiling. 
Typically Californian is the spring trend 
for using fresh flowers and greenery in win- 


dow displays. Display Director S. A. Ray- 
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mond, Broadway (Down Town) Department 
Store, uses growing ferns lavishly in the 
bridal window illustrated here, in which the 
long and short of the fashion story on bridal 
veils is told. “New Short Veil Designed To 
Harmonize With Bridal Gown of Taffeta” 
reads one card, and “A Romantic Veil Of 
Sheer Beauty To Blend With A Satin Bridal 
Gown” reads the other. (Here we find the 
display technique of “idealized naturalism” 
— showing the customer how she will 
actually look.) A modern white lacquered 
organ in the center of the window, with gold 
banding on the pipes, has maidenhair fern 
trimming. A boy mannequin, flocked in 
white and holding a scroll with the wording 


“A Joyous Easter,” stands in front of the 
organ. Bridal accessories consisting of per- 
fume, flowers, and the like are on one side 
of the base. The white lacquered panels at 
either side of the window have a parchment 
center with orchid lettering and are heavily 
decorated with maidenhair fern. Potted 
lilies and ferns also trim the base of panels. 
The lovely brides stand on white satin-cov- 
ered panels. A modern chromium displayer 
at the left supports an additional veiled 
head. The entire window is banked with 
potted ferns. Spotlights from the ceiling 
provide illumination. 

Most interesting and dramatic was the 
window series on the fashion color story of 
“Victoria Hyacinth” as interpreted by Dis- 
play Director Carl Ahlroth, The May Com- 
pany, and illustrated in the third picture. 
Each window displayed a different color 0! 
fresh, growing hyacinth, featuring it as 4 


—Upper left display, by Aubrey L. Maley, 
Broadway-Hollywood. . . . Above, by S. A. 
Raymond, Broadway (Down Town). ... At 
left, by Carl Ahlroth, The May Company— 
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—At right, an “idealized naturalism" display 
by a well-known Los Angeles store whose 
policy prevents its identification here. .. . 
Center, by John Cook, Coulter Dry Goods 
Company. . . . At lower right, by J. R. 
Stewart, Barker Brothers. (All photographs 
by courtesy of California Display Tech- 
nique)— 
new costume color or an accessory. The 
photograph illustrates one particular window 
in the series, in which the romantic quality 
of natural color hyacinth with navy blue is 
highlighted. The flooring is composed of 
white wall board cutouts, resembling flag- 
stones, with natural moss used as a filler. 
Against the background of dusty pink is a 
large white oval and gate with natural 
almond boughs in the rear. White urns 
holding boxwood flank the sides of the gate. 
Banked in garden effect are natural hya- 
cinths, ferns, moss, ivy, rocks, and almond 
trees. The stone bench supports a manne- 
quin dressed in navy; a fluted white column 
holding a modern head completes the Vic- 
torian style of the window. The spotlight- 
ing comes from back of the bench and from 
the ceiling. 

With the swing in modern displays to- 
wards “idealized naturalism”... that is, vis- 
ualizing for the prospective customer just 
how she will look—for example, in different 
colored prints in relation to hair coloring 
and neck and sleeve arrangements—one of 
our well-known down town department 
stores effectively displays (on an angled 
painter’s palette of dusty pink) draped busts 
of mannequins with a variety of colored hair. 
Yardage is draped in wide bands from the 
bodice of each mannequin on the palette and 
caught up by a hand on the side of the sun 
beige background. “Modes of Spring stress 
Color” is the theme of this window, as in- 
terpreted through pure silk yardage. The 
policy of this company prevents identifying 
it here, but the display is pictured at the 
upper right of this page. 

Milady’s Easter vanity is illustrated in a 
millinery display that is modern and “un- 
cluttered,” by Display Director John Cook, 
Coulter Dry Goods Company. “Pretty 
Is The Word For Spring Millinery” is the 
sign wording. A lovely white plastic frame 
with green satin is used as a mirror, em- 
bellished with a large taffeta bow and flower 
bouquets; hands holding a hat appear on the 
mirror’s surface. Green yardage drapes 
from the hand at top of the background to 
the floor in front of the mirror, which rests 
on a green platform. White rabbits add a 
timely decorative note. Lucite hat stands, 
with accessories displayed at the base, com- 
plete a millinery unit. A green spotlight 
is focused from the ceiling. 

An amusing and eye-arresting window of 
Barker Brothers, as interpreted by Display 
Director J. R. Stewart, tells the story “It’s 
The Talk of The Town!” as seen in the 
photograph at the lower right. Across the 
white background are pastel cutouts pinned 
to a clothes-line. The stained wooden fence, 
with chalk drawings, has flowers on one 
side, coming from the rear. Two clothes- 
lines at the front of the window support a 
Washing. The flooring and platform holding 
the washer are chartreuse. Redberry letter- 
ing is used on the floor, and flower sprays 
trin the base of the platform. The spot- 
ms ting is from the ceiling and back of the 
ence, 
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berfume Pageant 


‘A battery of ten windows devoted en 


tirely to the display of perfume, newspaper 
attention to the 


merits 


advertising (which called 


well as discussing the 


of the merchandise) and a complete interior 


displays as 


tie-in with the windows’—in a few words 
this statement sums up the outward appear 
Shillito’s “Per 


week's 


ance of recently conducted 
Pageant.” But this 


promotion were three months of preparation 


fume behind 
and planning, of drawing up sketches in full 


color for each window, of seeking display 
ideas which would get over the impression 
we wished to make 

Ouite 


cided that each window 


planning it was de 
should tell 
story in a most striking manner, yet all the 
windows treatment 
so that shoppers would get the effect of the 
We selected color 
securing this result, 
different 
others. So 


early in the 
its own 
must have similarity of 
entire display treatment. 
as the means of since 
have a color 
scheme, yet tie in with the 
color was used lavishly in the display mate- 
given its final touch by the use 
and in the 


each window could 


rial, and 


of colored light case of one 


By WILLIAM ARINOW 
Shillito's, Cincinnati 


corner window fluorescent paint and “black” 
As many as four- 
teen spotlights were used in some windows, 


light gave a novel touch. 


blending their colors to obtain exactly the 
effect decided on from the original sketches. 
Each harmonized 
with that of its neighbors, so that the whole 


window's color scheme 
Race street front of ten displays presented 
a blended appearance that was very striking, 
especially at night. 

The treatment 
windows. All the 
ledges in the department, had trims follow- 
Clever 
made up in 


tied-in with the 
well as the 


interior 
cases, as 
ing those in the windows. posters 
ot double 
booklet form, approximately 28 by 44 inches 


deckle paper were 
in size, and were placed about in various 
spots in the store to announce the “Perfume 
Pageant.” 

The four windows shown below are typi- 
cal of the ten exterior displays used. The 
scheme of the first, featuring Coty’s 
“raris, magenta and sky blue. The 
kiffel tower on the background was outlined 
in violets. Tulle bearing perfume 
were suspended from the ceiling. The per 


color 


Was 


clouds 





window 
lighting 


floor of the 
mounds of netting. The 
pastel blue and violet tints. 

Next, at the upper right, was a setting | 
Lucien Night.” ( 
painting on the background was of theatr:s 
done with fluorescent paint and illumina 
by black light. 
black, and orchid. 
glass were suspended from the ceiling 
perfume and 


fume on the rested 


Was 


LeLong’s “Opening 


The color scheme was wl 
Top hats and canes 
bore flacons of corsages 
orchids and gardenias. 

At the lower left is shown a setting 
Houbigant’s “Quelques Fleurs,’ using 
garlands of flowers, a fountain, and mirrors 
The mirrors were 
and 


as display hung 
from the 
tulle, on which 
jets of the “fountain” were in reality white 
horsehair, kept in shimmering motion by a 
small electric vibrator. The lighting was in 
pastel pink, blue, and violet. 

For Lentheric’s “A’Biento’t” we 
same color scheme as the perfume’s packag 

blue, magenta, and chartreuse, repeat- 
ing these in the colored spotlights employed. 


props. 
were covered \w th 


the perfumes. ‘The 


ceiling 


rested 


used the 


v 





white 
by a 
as in 


d the 
ckage 
‘peat- 
loyed, 
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Clean=Cut Displays 
For Jears°” 


Sears Roebuck & Co. display, as planned 
at the headquarters in Chicago, is well 
known for its consistently clean-cut appear- 
ance and for the manner in which it puts 
across a merchandise message with a mini- 
mum of effort. Every display emphasizes 
merchandise, with just enough dramatiza 
tion to “point up” the setting. 

Sears’ has given a great deal of attention 
to its displays for a number of years, but as 
early as several weeks ago it became plain 
that the company is making special efforts 
along display lines in 1939. With the open- 
ing presentation of the company’s display 
treatments for “big ticket” items early in 
March, display observers began watching 
Sears with even more than usual attention 
Several of the firm’s newest settings are 
shown on this page, selected to show a va- 
riety of merchandise. 

National display activities for Sears are 
directed by L. S. Janes, head of the com- 
pany’s store planning and display depart- 
ment. The displays produced under his su- 
pervision represent a solid-selling idea cou- 
pled with economy of expression and _ in- 
stallation effort, and are usually good ex- 
amples of interesting large scale operation 

In “hard” lines such as garden tools, hose, 
and the like, and baseball, the new Sears 
displays take a sharp trend toward humor- 
ous settings, as illustrated in the first two 
photographs. The figures in these two.win- 
dow are cutouts and mounted on the back- 
ground on wooden blocks so that they stand 
out in relief and give a welcome impression 
of action. Vivid coloring snaps out the back- 
ground treatment. The letters are of felt. 
For the rest, these displays are straight- 
forward, with good merchandise arrange- 
ment, and excellent attention to details. 

A refreshing approach to wallpaper win- 
dows is seen in the third photograph. The 
background pictures are blow-ups of houses 
recently described in national magazines, 
showing three types of architecture. On 
slanting display platforms in the foreground 
are the floor plans, each room having a sug- 
gested pattern of wallpaper pasted in place. 
Paste-pot, shears, and wallpaper books com- 
pleted the window. 

The “gold seal” windows. for displaying 
such “big ticket” items as_ refrigerators, 
washers, ranges, and the like use an interest- 
ing setting consisting of a giant shadow box 
in blue and gold, with the merchandise being 
spotlighted from above and behind. The 
scalloped edges of the seal are cut out of fir 
plywood and are covered with blue duvetyn. 
The sign at the right is on a semi-transpar- 
ent material lighted from the rear. In the 
left foreground is a cut-out figure of a butler 
bearing a card reading “Introducing the 1939 
Kenmore washer.” 


—Always well known for the attention given 
to display, Sears Roebuck & Co. will devote 
even more effort to this subject in 1939, ac- 
cording to display observers. 
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Display Studio Problems 


Vill. SMOOTHING PRODUCTION ROUTINE 
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By HOWARD WILLIAMS, President 
Co-Operative Displays, Inc., Cincinnati 


; ee es. 


TAILOR SHOP 


“THE WORLDS BIGGEST CLOTRING SIORE 4 


In the writer’s previous two articles deal 
studio problems, we out- 
termed 
outlined 


ing with display 
lined methods of handling what we 
Kinks ;” that is we 
solutions to often 
details that present 
studio engaged in the 
actual display effects. We 
also dealt with the subject of “Tricks” for 
Christmas effects, and told of some simpli- 
fications in construction practices that might 
enable the fabricator to attain attractive and 
unusual designs and results for the special 
that the 


“Construct ion 
encoun- 
real 


some 
tered 
problems in 


practical 
construction 
every 
fabrication of 


ized type of material season de- 


mands. 


“ROOTS Any ARTS IN THIS EXHIBIT and 88 f 


In this article we are going to discuss 
some general production and _ operating 
methods, tending to promote the interest of 
smooth operating routine in the application 
of display technique. 

The term “display technique” should apply 
to all of the operations that are necessary 
in the production of advertising displays, 
from the conception of an idea or design 
through each succeeding step to the place- 
ment of the unit where it is to do the 
dramatizing and sales promotion job that 
is demanded of it. Modern display produc- 
tion has resolved itself into such a special- 
ized field of art and drama that “display 


AON AND STEEL SHEETS produced by 


technique” is really a necessary adjunct 
each production step. The production ch 
of a display studio is no stronger than 
weakest production link, and it is extren 
important that the studio organization 
departmentalized and manned in such a m 
ner that there is not the slightest hitch 
failure in any phase of the production ope: 
ation. 

There are two major production depa 


ments that require the utmost consideration 
from the standpoint of efficiency and econ- 
omy in operation. These are “design and 
art,” and “shop construction” departments. 
In the commercial display studio, the oper- 
ation of a successful design and art depart- 
ment involves not only the production of 
ideas that appeal to the users of display 
and are easy to sell, but the production and 
application of ideas that are basically sound 
from a construction and finishing viewpoint. 
It is my observation that experience is a 
great teacher in this respect. The over- 
head expense of maintaining a_ capable 
studio design and art staff is no small bur- 
den, and unless the personnel within it is 
experienced and trained to meet all the 
problems that are to be solved, from a prac- 
tical design standpoint, then I should say 
that a very weak link exists in the chain of 
production, and that time and experience is 
the only solution for strengthening it. In my 
[Continued on page 46] 


—These three illustrations represent three of 
the four types of studio-produced displays 
discussed by Williams in the accompanying 
article—at upper left, the temporary type; 
above, semi-permanent unit; at left, a per- 
manent booth exhibit. A fourth, the de luxe 
type, is shown on page 46. All displays illus- 
trated were produced by Co-Operative Dis- 
plays, Inc.— 
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—Counters and tables can be glorified in numerous ways for almost any 
line of merchandise. On this page we show various decoration ideas that 
are illustrate what can be done for aisle promotions— 


—At the right is a sketch of an aisle display used by 
Charles A. Stevens Company, Chicago, for featuring 
ae oe handbags. Here the top of the table was in step forma- 
oper- tion that permitted an excellent building-up of the dis- 
play. This same idea can be used for other lines such as 
part- shoes, gifts, small wares, package goods, etc.— 














—At the left is a table decoration for special sale use. 
Here the arrow theme is used to carry the eye to the sign 
and to the merchandise on display. Use heavy fir ply- 
wood for the arrows so they will be strong enough to sup- 
port the sign and shelves. Use two bright, contrasting 





clors to add to the eye appeal— 
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ration 

econ- | 
+ anal —Here is an idea for featuring beach wear and acces- 

fea sories. The canopy can be of awning strip, corrugated | 

oper- board, or canvas. The anchors and life preservers are | 
“part- cut from wall board. The life preservers and rope are 
on of fastened against the blue sides of the table— 
isplay 
n and 
sound 
point. | 
is a | 
over- 
ipable 
| bur- | 
it is 
1 the 

prac- a ee oe | 
d say = — 
ain of 
nce is 

In my 

—Gimbel Brothers, New York City, uses a double counter 
with a canopy top for a special display of foundation 

f garments. This basic design is practical for use in show- 
2 ing practically any line of merchandise. Many stores use 
ng a booth of this kind as a more or less permanent fixture, 
8; changing the merchandise every week or as occasion 
ore warrants— 
xe 
JS- 

















was originally just 
instrument for 
wares. In 


The display window 
what its name implies—an 
the merchant to use to show his 
little thought 
arrangement, educational 


days gone by, given to 
artistic 


actual 


was 
value, or 
Kven today we see 
almost 


showmanship. 
windows which contain samples of 
every article the merchant has on his shelves 

and the jumble in the window is _ trans- 
formed into a jumble of impressions in the 
shopper’s mind. 

Today, however, we also see some 
gressive stores making splendid use of good, 
dramatic men’s display—constantly 
striving to make their windows effective, en- 
and to 


pro- 


wear 


deavoring to dramatize ensembles 


show correct color combinations. 


DI§*SPrLtaAY WER s 


Men’s Wear Display 
is bDrogressing 


By A. T. KALASKY 
W. B. Davis Company, Cleveland 


Such windows are not only powerful in 
their effect on sales through first impression, 
well. They enable 
a shopper to visualize entire ensembles and 


they are educational as 


combinations in a 
They radiate authoritative style in- 


color way not possible 
before. 
formation and give the passerby the feeling 
that he can purchase the displayed merchan- 
absolutely certain that he will 
be wearing the thing at the right 
time. 

Displaymen realize the importance of edu- 
experience has taught us 


dise and be 
correct 


cational displays; 


that men have a strong impulse to resist 








change; it is through the excellent effort 
men’s wear magazines, coupled with ski 
advertising and window display, that t 
same men are being made style consci 
Progressive men’s wear displaymen 
learning to take advantage of this situa 
and are showing the public the actual n 
chandise they have encountered in pictt 
and type, dramatized in the windows just 
the apparel was in the consumer magazi 
This carries previous impressions ri 
through to the point-of-sale. 

Brief mention has already been mad 
dramatization and showmanship. An 


ample of it is seen in the lower picture on 
page 12. We arranged this window as a 
typical college room, building up the at- 
mosphere with pennants, pictures, books, 
and the like. In the center of the floor was 
a wardrobe trunk opened so as to reveal the 
contents—just as if the owner had started 
to unpack. This gave us an opportunity to 
display a complete outfit, from pajamas to 
formal attire. Our records show that man) 
young men were drawn into the store and 
made purchases directly attributable to the 
display. Believe it or not, one father cam 
in to ask the cost of overything in the win- 
dow—trunk and all! Here was clear-cut 
proof of the authenticity of the display and 
the value of showmanship and dramatiza- 


—The shoe display shows thirty-nine different 
types of shoes without being jumbled in ap- 
pearance. .. . Sixty straw hats were used in 
the second display. . . . Note the carefully 
"iumbled" college room, which gave the dis- 
playman an opportunity to show a complete 
wardrobe from pajamas to trunk. All dis- 
plays on this page by A. T. Kalasky, W. B. 
Davis Company, Cleveland— 
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—At oe display by Karl Kneis, for Stix, ‘ 4 

Baer & Fuller Company, St. Louis, Mo. ... 

Below, Frank V. Mehler, Erie, Pa., tailor, . CHECK YOUR HAT 
dresses up his showroom with indirect light- 
ing and manufacturers’ point-of-sale display 
helps. . . . A complete ensemble, tying-in 
with a fashion sketch on the center panel, is 
used by Cogswell Cromwell, J. N. Adam & 

Co., Buffalo, N. Y.— 


tion. The helter-skelter appearance of the 

room was the effect desired, of course. 
Every month manufacturers are bringing 

out new and, to most men, unheard of ap- 





orts of parel. If we merely placed this merchandise 
Kil iul in the windows, most prospective customers 
these would neither know its use nor how to wear 
SC1Ous it. Men in cities are in an eternal hurry; the 
» a merchandise must be shown so that they can 
uation immediately grasp the idea and be impressed 
MCI= at a glance. This is best accomplished by 
evures using an appropriate setting or background, 
poy oe along with articles and fixtures in complete 
earns harmony with the general idea. 
right Until recently, men have not been par- 
ticularly color conscious. Now that this is 
ade of being developed, many men are at a loss to 


play by Karl Kneis, for Stix, Baer & Fuller 
Company, St. Louis, Mo. Here only thirteen 
hats were used, but the window is outstand- 
ingly attractive. 

The “dressing up” of men’s wear displays 
has not been confined to the window. Many 
stores are featuring special interior dis 
plays with excellent results. The photo 
graph seen at the leit shows how Frank 
V. Mehler, who operates a well-known tailor 
shop in Erie, Pa., has added to the attrac 
tiveness ot his showroom. Indirect lighting 
concealed by the canopy made of wall board, 
the use of men’s wear publications, and 
manutacturers’ point-of-sale aids have been 
combined to draw attention to fabrics and 
apparel. 

The complete ensembling of men’s wear in 
the window, as discussed above, is carried 
out in an interesting manner in the lower 
picture on this page. Cogswell Cromwell, J. 
N. Adam & Co., Buffalo, N. Y., created the 
display. The center panel has a life-size 
fashion sketch in the Esquire manner, while 





at each side is shown appropriate furnish- 








ings. 
ire on know what color combinations are harmoni- 
as a ous and what goes with what. We have 
“4 “4 devoted much window space to the display 
POR of proper color combinations of tie to shirt, 
Ss he socks to tie, and the like, all in relation to 
al the the suit being worn. These displays are an 
tarted xcelle wat h the sale of acce 
: excellent medium to push the sale of acces- 
ty to sories such as handkerchiefs, mufflers, sus 
las 0 penders, belts, and jewelry. Here again the 
many ides , om eS 3 
" correct ensembling of merchandise in the 
. oi window performs an educational, as well as 
to the a selling, duty. 
came Eantiaw 3 1: wre ¥ r . 
: irlier in this article the writer mentioned 
 win- . aera : 
son stores which have a_ profusion of 
ar-cut sen? % ° . 
articles in the window. Oddly enough, 
V ne 1 ’ ° 
Se igai modern men’s wear displays can show a 
jatiza- seeks . . . . ee 
quantity of merchandise without interfering 
with proper dramatization and without look- 
, Ing messy. Seen in the first picture on the 
n : é 
Opposite page, for example, is a small shoe 
a Window in which our company showed 
ly thirty-nine types of shoes. The center illus- 
% tration on the same page is of another W. B. 
te Davis Company window, where sixty straw 
is- hats were grouped without being jumbled. 
B. At the other extreme is the first illustra- 











on on this page, showing a straw hat dis 








From shoe boxes to shingles, cactus to 
bass violins, vegetables to marionettes—the 
displays pictured contain just these props, 
and are somewhat symbolical of our display 
philosophy here at Peck’s. It is our idea to 
have a continuous variety of displays and 
settings in an effort to create and hold cus- 
tomer attention and_ build prestige 
through novelty of treatment. 

Every man in our display department is in 
his job because he likes it and is perfectly 
free to contribute his thoughts toward bet- 
tering the displays. We talk over plans in 
detail; naturally these discussions are then 
boiled down result, I think we 
obtain a flexible continuous flow of 
material from which to work. After the 
final decision is made, rough sketches are 
then worked up and the actual construction 
begins—all working up to the installation 
date marked in the corner of the sketches. 

This policy of discussing displays in the 
department, with each individual free to 
contribute his thoughts, is in 
with our belief that display 
learn a surprising amount from their assist- 
ants if they only give them the privilege of 
using their own initiative. By this I don't 
lad who thinks 
Rather, 


store 


and, as a 
and 


accordance 
Managers can 


mean “listen to some cocky 
he is the dean of the profession.” 
it means giving consideration to the pro 
gressive assistant who is honestly trying to 
plant himself securely and make display his 
livelihood. The former should be 
at the earliest possible moment. 
We try to make every window as different 
from its pred- 
there is 


replaced 


and as completely changed 


ecessor as possible. Hence con- 


stant variety in our displays, which makes 
them as cus- 
tomers. A 


settings, and materials with which to work, 


interesting to us as to our 


constant procession of different 


keeps our viewpoint fresh. 


There is very little night work in our 
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Display Variations 


By C. R. CRAWLEY 
George B. Peck Company, Kansas City, Mo. 


department, which makes the individual’s job 
a pleasure; then, too, each man feels that 
he is a vital part of the department. I have 
found this plan beneficial and when we 
are unfortunate in having a man who doesn’t 
fit the picture a change is made in the per- 
sonnel. However, this rarely happens and 
if a change is made, the majority of our 
men take on a better position and make 
another step forward. 

This, of course, is what we all desire; it 
gives the writer great pleasure to see one 
of our boys step into something better. I 
don't believe this could be possible if we 
didn’t allow the department personnel a 
relatively free rein. 

The nine display photographs on these 
pages will show the flexibility of our dis- 
plays as a result of thorough cooperation 
and staff coordination. 

Dramatic lighting focused attention on the 
three featured shades of No-Mend hose, as 
seen in the illustration on this page. 

In the left hand column on the opposite 
page, the upper photograph shows how bril- 
colored shingles covered the back- 
“Market to Market” window. 
vegetables were piled on 
figure 


liantly 
ground in a 
Real fruits 
the market 


and 


stand, where a_ seated 


APRIL, 19 


studies her shopping list. Casual clothe 
gay colors were shown in the natural 
ting. The gable support was unpainted 
was the fruit stand. 

We had a whole series of windows us 
musical instruments to fit the theme 
tune with the Jubilesta.” This is a yearly 
event in Kansas City and is considered one 
of the finest shows in this section of the 
country. We used a wine background with 
white piano keyboards and a white bass 
violin to create massive eye appeal. 

The third illustration in the left 
is of a window featuring costume jewelry. 
This was shown in a small wall niche, high 
up on the background, in groups around a 
bust in the center of the display, and on satin 
pillows supported by dark ribbons. 

The baroque outlines on the panels for 
three groups of hose were indicative of the 
“periods” which were played up as a color 
cycle—“Floradora,” “Scarlett,” and “Victo- 
rian Blush.” Ornate wallpaper and old- 
fashioned lettering for the background fol- 
lowed the same theme. 

In the right hand column, at top, is a set- 
ting which aroused more than ordinary in- 
terest. Starring boleros for use with sports 
wear, the figures were posed before a rough 


column 


shack, whose roof was of grass matting, and 
with a bamboo hitching rack and a large 
cactus plant for further atmosphere. The 
mannequins stood on a strip of sand-cloth. 

Beach wear was displayed, as seen in the 
next photograph, before a background panel 
of sea gulls, with piling and a sign “Fisher- 
man’s Wharf” at the right. 

Complete ensembles of vacation apparel 
were coupled with a travel poster for an air 
line. 

The last illustration is of a gadget display 
in which a slanting panel formed an excellent 
base for showing a number of small articles 
without getting a jumble out of the group 
The chef's figure was a wall board cutout 


—Above is the Peck display staff. Left to 

right, C. R. Crawley, manager; N. O. Grimes, 

G. Laves, H. Davidson, C. A. Gilbert, and 

E. Geyman. .. . At the left and on the fol- 

lowing page are examples of the variety of 
display used at Pecks— 
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Selling “News”? About Shoes 


“The window that tells is the window that 
sells !’—Old stuff and a cliche, no doubt, but 
nevertheless still as true today as when first 
The information 
on what to buy, when to buy it, and how to 


expressed. public wants 
wear it. In short, they expect “merchandise 
news” in your windows or interior displays. 

No matter tastefully 
how how it 


arranged, or 
simple, or fulfills 
fundamental of correct display, 
effective 


how 
apparently 
nearly every 
a display 
unless it 


will not be thoroughly 


idea—or “news.”  Espe- 


concerned, 


sells an 


cially where men are every bit 


of style news they can get from your dis- 


plays will add just that much more to the 
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By IRVIN RIGA 
The Potter Shoe Company, Cincinnati 


<9 
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bs 


consideration they give merchandise. 

The Potter Shoe Company tries to follow 
this theory in every display, of which three 
examples are shown here. “For all sorts of 
Sports,” as seen in the first photograph, for 
example, sums up briefly the idea of a dis- 
play of summer The 
right shoe for the right occasion was vividly 


your 


men’s sport shoes. 
presented in a window which was a “seller.” 
Large cutouts of men’s figures were mounted 
on pedestals, each placed behind shoes of a 
certain type and bearing wording applying 
to that particular type, to give a pretty clear 
idea of the proper summer shoe to wear for 
The window as a_ whole, 


any occasion. 


oe 
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while naturally designed to sell shoes, 
dered a distinct service to men through 
stvle news it furnished. The cut out 
appliqued lettering on the pedestals re 
“For hot weather wear,” “For dress or b 
“For general wear,’ “For sports 
walking,” and “For active sport wear.” 
background suggested with 
striped awning overhanging sett 


ness,” 


coolness, 


the 


FOR THE 
WORLD'S FAIREST 


POTTER'S SELECTION 
FOR SPRING iS 
GREATER THAN EVER! 


‘6.50 


: ; : 

A sports scene was framed in strips of | 
bamboo. 
For a window of feminine footwear this 


spring we put over an idea by association 
rather than by direct statement. By using 
a New York World's Fair setting showing 


the trylon and perisphere, we conveyed the : 
impression of the last word in style and | 
modernity. “For the World’s Fairest” was 
the background slogan, followed by “Pot- ; 
ter’s selection for spring is greater than 
ever!” One brand of merchandise was tea- | 
tured. , 
An attractive and profitable display of a 
semi permanent nature is illustrated in the ' 
third picture. It is used to feature the , 
nationally-known “Kedette.” The display ; 
unit itself is indirectly lighted. It is fin- ; 
ished in green and yellow. The space it ; 
provides is sufficient for the display ot a 
number of pairs of shoes to show the di- , 
versity of the line—and the merchandise 1s ‘ 
colorful enough in itself to help catch the 
eye. This display is located so that cus- 1 
tomers getting off the elevator come face : 


to face with the “Kedette Bar.” 

Sales on these particular shoes have been 
about double the former mark 
during the time the display has been in use, 
which is rather good proof that special inte- 
rior displays do sell. The “bar,” while of 
large enough size to command attention, 1s 
not so big that it dominates the entire (e- 
partment. It allows ample space for other 
departmental fixtures, yet 1s attractive 
enough to draw the attention and interes! 1 
deserves. 


boosted to 
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Williams? New Showrooms 
Typify Display Irend 


Deep purples, tropical blues, eerie mauves, 
early greens and yellows are some of the 

























é colors which Eleanor Le Maire, designer, 
d has used so successfully for the newly de- 
re signed showrooms of Jas. B. Williams, Inc., 
busi- 498 Seventh avenue, New York City. Com- 
ts or pelling, dramatic innovations flood the two 

ie floors. 
th a The store front is framed with a continu- 
tting ous glow of pale blue light which spills out 






from behind a cove. It is believed to be the 
first time in which the new Zeon light has 
been used in this way. The windows them- 
selves are all glass, without the usual metal 
framework. The glass street door, with 
only a strip of metal at top and bottom, 
weighs over 300 pounds and was especially 
designed and manufactured for the Jas. B. 
Williams job. The entire front has been de- 
signed horizontally, to give the desired feel- 
ing of greater width. The street window is 
of the open-back type. Since day and night 
lighting conditions are so different, the win- 
dow lighting has been so designed that a 
switch throws it from one type to the other. 

This new upper floor, which like the lower 
is air-conditioned, also uses the Le Maire 
grotto blues, concealed pale green and violet 
lighting. 

Mannequin displays and decor are by 
Helen Cole, who also styled some of the 
figures themselves. Others are from the 
mind of Cora Scovil. Some are legless, 






























































_ = armless—even headless, yet dramatically 
brought to life with translucent spirals of 
this “Lucite” tubing. Around a sweeping curve 
veri one meets Picasso-like busts and torsos with 
—— impressionistic feather gloves for hands, 
Pega suspended carnival masks (created for 
1 the Muriel King’s “Suspended Waltz”), surreal- 
and istic semi-nudity. 
, er There are frail Marie Laurencin ladies 
Pot- with pale tarlton hair, pretty sweethearts of 
than the tandem era, Floradora beauties with 
~_ birds on their hats, and school kids with 
; shaggy burlap mops of hair. 
= On the lower floor is the larger display 
J, th room, divided through the ingenious use of 
on the “flowing line” idea in design into two 
splay main rooms, one devoted entirely to manne- 
} oe quins and the other set apart for glass and 
ce it metal fixtures designed by the Cyrille 
of Ri Steiner Studios. Here again, light and 
deri color and lovely backgrounds illustrate how 
natn austerity and clever geometrics can animate 
— display. In another section a new “window- 
— less” show window is given over to a display 
sa of men mannequins. 
been 
mark —The first photograph is of the ‘Man's 
. use Corner" in the new Jas. B. Williams show- 
me rooms, with he-men mannequins and the new 
‘ol type suspended figure. ... Center, a view of 
the street floor in the new showrooms; note 
a the use of indirect Zeon lighting in the 
C ‘frozen’ glass platforms. . . . At right, the 
othe! lower level showrooms, featuring replicas of 
ictive the surrealist figures used for the ‘Show 






Window of the Future” at the Golden Gate 
International Exposition— 


















Fantasy Reigns Supreme 


this 
the wings of very pleasing 
both to out and to the 
Fantasy reigned supreme in the win- 
using 


Thalhimers 
with 
customers 


Spring came to year on 
fantasy, 
results 
store 
displays 


dows, a complete series of 


this method of putting a touch of whimsy 
into the new season's settings. . 

It was confined, however, to such applica 
tions as small electric lights for tree buds, 
feminine manne 
As a result, the 
in the least 


a bicycle of flowers, and 
quins drawn by two swans. 
merchandise attraction was not 
diminished, as sometimes happens when fan- 
tastic treatments that 


they call attention to themselves to the ex- 


become so involved 
clusion of everything else. 

These fantasy displays were well received 
by Thalhimers’ clientele and provoked con 
comment 
left is a photograph of one 


siderable 

\t the 
of the 
“Fantasy of Spring.” 


uppel 
group, the series being entitled 


Each window had two 


whole 


of the new flexible mannequins, each with a 


coiffure of spring flowers in the same pastel 


By W. T. MUNFORD 
Thalhimers, Richmond 


tints as the dress worn by the figure. Against 
the light blue background was thrown the 
light from a_pink-filtered spotlight; this, 
shining through the apple tree boughs, gave 
lovely springtime atmosphere to the 
display. The wall built up of 
wall board and painted in natural tones to 


a very 
curved was 
resemble stone. 

\ somewhat similar treatment was given 
a group of windows showing the “Cycle of 
Kach window contained a bicycle 
history ; 


Fashion.” 
representative of some period of 
these bicycles were made of wire and out- 
flowers in the same color as the 
merchandise. At the right of the 
was a stucco-finished pastel wall made of 
wall board and topped by a balustrade. Be 
hind this wall a spotlight threw out indirect 


illumination, in an appropriate color, over 


lined in 
window 


—Touches of fantasy were the dominant 
feature of these windows by W. T. Munford, 
Thalhimers, Richmond, Va., including tree 
buds made of small electric lamps, flower 
bicycles, and swan-drawn mannequins— 





the whole The severely plain back 


ground was finished to match the color ot 


scene. 


the wall. 

“Fantasy of Spring in Pink” was the tith 
of the display seen in the lower left illustra- 
tion. A pale pink float was pulled by two 
swans which 
All the merchandise, 
even the hair of the mannequins were don 
The background 


made of pink organdy 


flowers, 


were 
lights, and 


in various shades of pink 
and floor were in two shades of light blue 
The interesting lighting effect was obtained 


by covering the pink globes in several thick 
this 
cloud effect 


nesses of pink gauze also being used 


for a “billowy” over the entire 
background. 

In conjunction with the 
Spring” series, the men’s wear windows 
for their theme “Horizons of Spring.” Iron 
stumps and limbs, at. the 
apparently 
country 


“Fantasy ol 


had 


a group of tree 
left of the window, 
furnishings for the 
The mannequin stood by a chair ma 


grew the 
proper gentle 
men le 


of leaves, the buds being tiny electric lights 
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Below is an in- 
dication of the 
famous ‘‘Wafl 
tone” finish 
of Lamiluxe. 


Below we exhibit a 
miniature facsim- 
ile of Lamiluxe in 
the grade knownas 
‘semi-fluted” 








The above black-and-white photos of our 
pre-printed designs cannot do justice to 
the attractive appearance of these unique, The above illustra- 
economical! and colorful grades of Lamiluxe tion approximates 
—the new material made from Pergamyn in miniature form 
Lamiluxe in which 
is known as ‘‘semi- 


pleated” grade 
Distributors: Boston, New England Decorators’ Supply Co.; Chicago, Display Paper Products Co.; Cincinnati, General Display Co.; 
Cleveland, Advertising Displays & Decorations; Danville, Earl W. Gasthoff Co.; Milwaukee, Artists and Display Supply Co.; Minneapolis, 
Minneapolis Paper Co.; Philadelphia, Joseph E. Podgor Co., Inc.; Pittsburgh, Artists Supply Co.; St. Louis, Garrison Wagner Co. 
Habana, Cuba, Alvaro de Regil, Manzana de Gomez; Montreal, Canada, Multi Products, Ltd. 
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Iimportan 


A new “day” has come to the field of 
tailing now that attention is being gi 
to the promotion of Father’s day. The oc 
sion is not strictly new in the full sens¢ 
the word; many stores have plugged a 
at it half-heartedly in the past. But it 
not until 1938 that much concerted ef 
on the part of retailers was given to Fath 
day as a promotion having natural sales | 
sibilities which should, and probably y 
eventually rank it with Mother’s day. 

Last year we saw national organizati 
getting behind the movement, with m 
cooperation from local stores than cver be 
fore. This year the effort to impress 
tailers with the possibilities of the day 
away to an even earlier start, and ther 
every indication that through increased 
dividual promotion the importance of F; 
ther’s day will be built up in the public eye 
more than ever before. 

This impression will be put over in all the 
forms of advertising currently in use by 
retailers, but display will undoubtedly be the 
key-stone for many an individual campaign. 
Last year, as in years past, windows dealing 
with Father’s day ran the gamut of appeals 
—ranging from those which were slightly 
humorous in their theme of “The Old Man” 
to others of more dignity in their appeal 
to “remember Father.” 

Father’s day this year comes on June 18. 
Many stores are already planning their dis- 
plays to tie-in with newspaper and radio 
publicity, stressing much the same angles as 
those used for Mother’s day. Finding themes 
for such displays is, naturally, not difficult. 
The important feature seems to be to dis- 
play a great number of gift suggestions 
without having the display seem cluttered 
and confusing. 

How this can be done effectively is shown 
by the three illustrations at the left. The 
upper window was done by William E. 
Mixon, Kresge Department Store, Newark, 
N. J. “Father's Day” and the date (for 
1938) appeared on the banner attached to the 
over-size golf course marker, with the same 
motif being followed on the window card. 

Louis A. Banks, The Hecht Company, 
Washington, D. C., used much the same 
method as is frequently seen in the display 
of “gadgets’—an excellent way of present- 
ing a number of different items in an inter- 
esting way. The background, seen in the 
middle photograph, was covered with monk's 
cloth and divided into sections; each section 
had a ledge on which the merchandise was 
displayed. 

The Detroit Display Club sponsored a 
city-wide display contest for Father's day 
last year, and the lower illustration shows 
the winner of first prize in the department 
store group. The display, by Charles F. 
Wendel, The J. L. Hudson Company, had 
human interest appeal with “father” crowned 
and on a throne in the center, with the in- 
scription “King for a day” above him. 


—Father's day displays by William E. Mixon 
Kresge Department Store, Newark, N. J 
(top); Louis A. Banks, The Hecht Company 
Washington, D. C.; Charles F. Wendel, The 
J. L. Hudson Company, Detroit, Mich.— 
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LREADY going places where no other Tacker can 

go and doing things no other Tacker can do, the 

ll the Hansco Model T-2 is the “hit” of the tacker industry. 

se by 

ye the Narrow Tackpoint — Neater Work 

paign. Narrow Tackpoint, with only 1%” crown, insures 

ealing neater work. Scarcely visible when driven—completely 

>peals invisible when painted after driving. Better finish. 

ightly l, ABOVE — Model T-2 Hansco 

Man” One Model Drives 4 Sizes ite y), o. 9 Y One-Hand_ Tacker. Weight, 

ippeal / 7 % “ é 1 lb., 7 ozs. Size, 7," long, 
Imagine the convenience and utility of having this 4 4 4%,” high, %” wide at front. 

ne 18. ONE Model T-2 which drives FOUR different sizes of 

r dis- Tackpoints! Light weight. Easy portability. 

radio a , 

mip Drives in Close Quarters 

hemes Flush jaw for driving in corners or close 





fficult. quarters. Compactness permits use in 
0 dis- cramped spaces. Tacker at front measures 


stions only %” 


wide. 
ittered 


Only the 

shown eT TOTAL EAH | TT H Model T-2 

a Q niin tt ee 
lhe ta Las as this 


mE. Home Run i / , y / feature— 
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7 en Le ague / Fx RS Quick-Opening Jaw for Easy Access 
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npany, Without the aid of tools or accessories—and merely by “flicking” 
same 


, in or out—the front jaw of the T-2 can be opened or closed 

— a re within a few seconds. Jaw tightens when pressing down on 

res Pe y operating handle. Jaw stop locks jaw in place. 

7} th Te ‘ > . ox 

in the Have You Seen the New T-2? 

monk's 

section Uses 14” Width 

se was ° 
NARROW Tackpoints — 


yred a ¢ in fs”, 14”, 34" 
’s day 














and 14.” lengths. These 
! are packed 5,000 per box in narrow, 
shows i= cempact boxes. 

rtment 
m > ga FREE Trial or Folder 
iad i 


we 


Acaianl | | If you haven’t seen the New T-2, 
ie : | send for FREE Trial, demonstration 
the or Folder No. 26-T. No obligation! 
L. 








_A.L. HANSEN MFG, CO, 22#! soot 
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Dians Rapidly lakings Shape 
For LA.D.M. Convention 


\rrangements tor the educational and en 


tertainment programs of the forty-second 
annual convention of the International Asso- 
Men, to be held this year 

New York City, June 
taking substantial form 


M. head- 


and 


clation ot Display 
at the Hotel Astor, 
25-29, are rapidly 
under the guidance of the I. A. D. 
Louis and the 
International Display Ex- 
\ssociation, New York City. The 
group is handling local details, with 


quarters at St. officers 
members of the 
ecutives 
latter 
Irving Eldredge, R. H. Macy & Co., as con- 
vention chairman. Warren Bachellor, display 
consultant, is president of the I. D. E. A. 

Some idea of the plans for the convention 
can be obtained from the following report, 
by Syl C executive secretary, 
i ASD aa 

“Not only will a $120,000,000 industry be 
on exhibit at the convention, but the New 
York World's Fair, which has a closer tie-up 
than any 
serve as a_ back- 
advanced by 


Rieser, 


with merchandising and display 
previous exposition, will 
ground for the display 


speakers and members alike and will also of- 


ideas 


fer examples of the modern types of display. 

“Wednesday, June 28, of the convention 
will be designated as International Display 
day and display from other coun- 
tries, invited to participate in the annual 
meeting, will be honored. This special day 
has been listed as a feature attraction of the 
fair. Among other things, I. A. D. M. mem- 
bers will create the newest fashions on liv- 
the textile buildings 


leaders 


ing models in one of 
during the time of the convention. 
proven 


that clinic 


discussions usually offer more to those par 


“Because it has been 
ticipating in them than lectures, there will 
be a series of clinic sessions in the display 
departments of some of New York's leading 
Those stores which have announced 
willingness to cooperate are Bloom 
ingdale’s, Lord & Taylor, Saks-Fifth Ave- 
nue, The Namm Store, Brooklyn, 
Bamberger & Co., Newark, N. J. 
“The All-America Window 
petition will be held in conjunction with the 
convention. Ray M. Martin, chairman of 
this competition, is art director of the Con 
solidated Company of New York 
City. Lester Beall, artist, Dana O'Clare, 
Lord & Taylor, and Robert F. Bolton, artist, 
will be the Nine division sweep- 
stake champion awards will be made. An 
engraved plaque will be awarded the winner 
in each for the contestant having 
the best collection of eight photographs of 
different displays of any merchandise in the 
Entries should be 
Consolidated Edison 
New York City. 
Information on the rules and classifications 
can be obtained from the I. A. D. M. head 
Hotel De Soto, St. (Edi 
There are practically no changes 


stores. 


their 


and L. 


Display com 


edison 


judges. 


division 


division classification 
sent to Martin, 
Company, 4 Irving 


Rav 


place, 


quarters, Louis. 
tor’s note: 
from the classification rules governing the 
contest last year, complete details of which 
were given in DISPLAY WORLD, Febru- 
ary, 1938, page 18.) 


“There are seventy-seven classifications 


for window displays, and three for show 


cards. The nine sweepstakes divisions are 
ready-to-wear; men’s 
jewelry; hardware 
sporting goods; furniture; interiors ; 
division; utilities. The contest 
members of the I. A. D. M., 


done since 


as follows: women’s 


and boys’ wear; and 
shoes; 
installation 
to all 
and all entries must be of 
the June, 1938, convention. 
is eligible for entry in only 
be entered in the sweep- 
stakes divisions. All marks or identification 
that would enable the judges to identify the 
contestant must be covered. All 
entries must be sent in and 
plainly marked on the back of each photo- 
graph as to the number of the class in which 
The name and address 


is open 
work 
A photograph 
one class, but 


duplicates may 


erased or 


unmounted, 


it is to be entered. 
of the contestant must accompany the pack- 
identification. All entries will be 
appeal, originality, mer- 
chandise arrangement and artistic stand- 
point. Entries must be post-marked not 
later than midnight, June 1, 1939. 

“Dana O’Clare has been selected to make 
the opening address of the convention. 
Other speakers who have signified their ac- 
ceptance and their subjects include: J. J. 
Rockwell, sales promotion manager, Sack- 
ett & Wilhelms Lithographing Corporation, 
New York City, ‘Window Displays from 
the National Advertiser's Viewpoint; Earl 
W. Elhart, editor, Retailing; R. L. Winter- 
steen, manager, Windo-Cratt Display 
Service, Buffalo, will conduct a round-table 
discussion for interested in national 
advertising display; Vernon Jones, W. L. 
Stensgaard & Associates, Inc., Chicago, and 
Carl V. Haecker, Montgomery Ward & Co., 
Chicago, will report on the window display 
analysis, and Doran, 
Wagner Company, St. Louis, will 
‘Circulation Value of Window Display Com- 
pared to Other Media;’ Frank D. Gonda, 
Einson-Freeman Company, Long Island 
City, N. Y., ‘Putting on a Better Show in the 
Window.’ Other speakers will be an- 
nounced at a later date. 

“The founder of the I. A. D. M., Lyman 
Frank Baum, well known as the author of 
the Oz books, appro- 
priate ceremonies at the convention. 

“A complete list of committees, as released 
by Erwin A. Hiffman, president of the I. A. 
D. M., is as honorary chairman, 
Tony chairman, Irving 
Eldredge ; Carl A. Treber, 
General Electric Company, and E. L. Kem- 
per, McClellan Stores Corporation; advisory 
board, Albert Bliss, Bliss Display Corpo- 
ration; Sam Blum, Bloomingdale’s; Warren 
Bachellor; G. B. Liggett Drug 
John Abraham & 
Straus; Kmily Woods, New York World’s 
Fair; kK. Freund, Decorative Plant Com- 
pany; Ralph Adler, Jas. B. Williams, Inc.; 
Syl C. H. Steinberg, attorney. 

“Publicity committee, M. J. Nedzbala, G. 
V. W. Sebastian, New 


age ior 


judged on sales 


sales 


those 


John G. Garrison- 


discuss 


Show 


will be honored with 


follows: 
Sarg; convention 


vice-chairmen, 


Reymers, 


Company ; Rosenberg, 


Rieser; Ik 


R. Kinney Company ; 


York City representative, DISPLA 
WORLD,;; D. Parker, Chain Store Age; E: 
W. Elhart, Retailing; arrangement and d¢ 
orations, Miss Polly Pettit, New Yo 
School of Display; Eugene Ross, Bliss Di 
play, Inc.; Jil Limburg; Ruth M. Meis« 
speakers committee, William S. Davids: 
Pennsylvania Drug Company; Herbert 
Malone; Robert Buchanan; window displ 
competition, Ray M. Martin; entertainme: 
Sam Blam; L. J. Charrot, L. J.. Charr 
Inc.; reception, Paul Semel; William Do 
ney, Lettering Art Studio; Ruth Coleman; 
Helen E. Miller; official secretary, M1: 
Elsa K. Noice; assistants, Gretchen J. Gar 
rison; Roger Lucie.” 

\ picture of what is being done by the 
I. D. KE. A. group to forward convention 
plans is given by Mrs. Noice, official con- 
vention secretary : 

“Arrangements for the 
The 


cover 


convention are 
various commit- 
every possible 
phase of the activities, are 
meeting regularly to assure the swift com- 
pletion of their respective obligations. 

“Irving Eldredge is personally supervising 
all regular meetings. His enthusiastic ef- 
forts will undoubtedly add much to the suc- 
cess of the entire affair. 

“Members attending the 1939 conclave will 
probably be pleasantly surprised at the decor 
of the Hotel Astor's grand ballroom, which 
will house the A unique 
scheme, to be executed by Miss Polly Pet- 
tit, will be most interesting. In addition 
to the main ballroom, there will be numerous 
smaller rooms throughout the hotel which 
will be utilized in bringing delegates speak- 
ers on various phases of display work. 
These rooms are also available to members 
who may wish to conduct display discussions 
of their own. Exhibitors, notoriously reti- 
cent in revealing plans for their booths, do 
admit, however, that they intend to supersede 
all previous exhibitions in the attractiveness 
of their displays. A uniform theme will 
prevail throughout the convention floor, giv- 
ing the display booths a note of smart re- 
straint heretofore disregarded. 

“We would like to say a word about New 
York City as you will find it when you at- 
tend the convention. Inasmuch as hotel ac- 
commodations, theatre tickets, and the like 
are concerned, committeemen stand ready to 
relieve you of any inconvenience regarding 
your personal arrangements. Furthermore, 
owing to the World's Fair, you may well 
expect to find the city in festive mood. The 
courtesies of the city are to be extended to 
all I. A. D. M. visitors by order of Mayor 
LaGuardia. In other words, your convention 
badge will have a tangible meaning in 1939, 
outside the hotel as well as inside. 

“It is interesting to note that the World's 
Fair Corporation has designated June 28, 
1939, as ‘International Display Day.’ Prep- 
arations are now under way to gain the co- 
operation of all fair executives in making 
this day a gala occasion.” 
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Slow down the passerby 






, SP. E E. D -f, ‘PP the selling pace 


WITH DISPLAYS OF COLORFUL BAKELITE 


Bakelite Laminated enriches the appearance of this display booth, being employed in the red cross, the bar under cutout letters and 





in the white step platform under the cross. Black Bakelite Laminated on the counter tops fosters cleanliness and resists abuse. 


_... counter-displayer or a huge 
exhibit booth ... either acquires 
finer appearance, maximum sales appeal 
and a much longer usefulness when 
built of lustrous durable Bakelite Lami- 
nated. Its sparkling, colorful surface 


A protective sheet of Bakelite Laminated prevents staining should 
any perfume be spilled from the testing - bottle on this display. 
























makes small spaces important, large 
areas attractive in any surroundings. 
Kept spotlessly clean by wiping with 
a damp cloth, Bakelite Laminated re- 
tains its original freshness and color 
throughout its long life... withstanding 
sunlight, moisture, wear and handling 
and shipping. it is highly resistant to 
impact and marring. Use Bakelite 
Laminated everywhere ... indoors or 
outdoors, in signs, displays, booths or 
exhibits. You will find inspiration in 
the many translucent and opaque colors 
and patterns in which it is available. 
You will find much helpful information 
in booklet 35L,“Bakelite Laminated.” 
Write for your copy today. 

Bakelite Corporation, 247 Park Ave., New York 

Chicago: 43 East Ohio Street 


Bakelite Corporation of Canada, Ltd., 163 Dufferin St., Toronto 


Electrical Specialty Co., Inc., San Francisco, Los Angeles, Seattle 
I ) g 


LAMINATED 





Consider these advantage: 


of Bakelite Laminated 


1. LONG LIFE—a true economy. 
. MINIMUM MAINTENANCE 


—cleaned as easily as glass. 


N 


3. ENDURING RICH COLORS 
—integral with the material, they 
cannot wear off. 


4. SPARKLING LUSTRE 


5. RESISTANT TO: 

Water Alcohol Acids and Alkalis 

Washing Compounds Burning Cigarettes 
Impact Abrasion 


6. TRANSLUCENT OR OPAQUE 
. NON-INFLAMMABLE 


~] 


. EASY TO FABRICATE 


—with standard tools. 


e) 


. EASY TO INSTALL 
—may be permanently bonded to ply- 
wood, wallboard and other surfaces 


‘S 





For display building, thin sheets of 
enduring Bakelite Laminated may be 
permanently bonded to plywood, wall- 
bourd and other surfaces. Can be curved, 
cut, drilled or punched. Its inherent 
color and rich lustre make further 


finishing unnecessary. 





DISPLAY WORLD APRIL, 193 

















Pe 





\ 
oa 


Sd 


\ 








—Above is a setting with a bit of the surrealistic about it; it is very 
easily built and is really inexpensive. One large sheet of wall board 
attached to a wooden framework is used for the sloping platform. The 
blocks, receding in size, are used for the display of shoes, bags, or other 
accessories. The tree is cut from wall board and is dropped through a 
slot in the platform onto the floor. The eye can be painted on a sheet of 
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—Above is a small unit on which one or a pair of shoes could be dis- 

played effectively. The small figures and the dogs are cut from wall 

board and done in brilliant colors. Twelve of these little box units were 

used recently with eye-catching effect on the floor of a large shoe store 
and received numerous comments from shoppers— 
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translucent material such as now on the market and lighted from the rear. 

The buildings and the lettering are cut from wall board or fir plywood 

and appliqued in place. Decorate the sloping platform in a_ pastel 

shade of green with the background in Delft blue. This layout could be 

adapted for feminine footwear by fixing cleats on the sloping section 
and arranging the merchandise as desired— 





> = 


a 


























Se NOD ——————ee - = = J 








—A center unit which tells a price reduction stary is seen above. The 

sliced lettering and the figure are cut from wall board or fir plywood 

and appliqued on the back section. The two columns could easily be con- 

structed out of a sheet of translucent material bent and tacked around 
a wooden framework. Light from the rear with 25-watt bulbs— 
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An Endless Variety of 


DISPLAY EFFECTS 


AT LOW COST WITH 


Accordion Pleated Panels 


A PATENTED DISPLAY MATERIAL PAT. No. 1.839.871 


A ready-to-use unique display material in a wide range 
of colors is provided by ACCORDION PLEATED PANELS. 
Many displaymen and display studios have found it to be the 
most practical display medium introduced in recent years. 


ACCORDION PLEATED PANELS are practical for many 
display uses, such as complete backgrounds, ledges, exhibits, 
booths, screens, panels, columns, pedestals, pilasters and 
relief effects. No fussy gadgets are necessary; you simply 
cut to size or design and install without tools. Panels are 
fastened with brads, staples, paper clips or adhesive tape 
easily and quickly. 


Heavy chipboard construction makes the material self- 
supporting and warp-resistant. You can’t understand its great 
possibilities and its many versatile applications unless you 
see actual samples and read the descriptive booklet. 
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Sent free if you use the coupon. Do it NOW! 


\ complete background made by appliqueing contrasting colors 
Many effects possible 


WIDE RANGE | S They favel nani Ninel 
OF COLORS 


There are Eighteen beautiful colors: 
White, Black, Dove Gray, Violet, Rose. 
Sage Green, Midas Green, Leaf Green, 
Azure Blue, Royal Blue, Yellow, Orange, 
Buff, Brown, Red, Silver, Gold and 
Woodgrain. Interesting Pilasters and Relief Trim to apply against any surface 


Panels are 26 inches wide by 7 feet high and are packed five panels 50 
of one color to a carton. Per carton, f.o.b. Chicago.................... $3. 


Attractive proposition to display dealers and distributors. 







































































































































































SAMPLES FREE! 





Send me samples of Accordion Pleated Panels 
and descriptive booklet without obligation. 


Be the first to show this new display material in your territory. Name 
Firm. . 
& 
in vend — tising y ATIC. s.- 


175 FIFTH AVE., DEPT. NEW YORK CITY City.. 





very national advertiser 


lav when consumer demand will make his 


child” in 
nation We are no 


merchandise a “fair-haired stores 


throughout the excep- 
tion to that rule. But until that Utopian day 
that the important 


thing in the world to us is to merit and win 


arrives we realize most 
the cooperation of the merchants who carry 
“Support-U” in stock. In other words, we 


regard the power of any store back of our 
merchandise to be the most important force 
in the stimulatron of turnover and consumer 
acceptance 


From the very beginning of our experience 


COMPLETELY 


dreams of the 


DISPLAY WORLD 


Fducatings the Bublic 
Via Dealer Displays 


By DAVID BLAIR, President 
The Little Corporal Company, Chicago 


have 
displays in the 
promotional 


in the supporter-short business we 
placed counter and window 
number one position in 
so happens that 
require a certain amount of educa- 
tional work with consumers. Their purpose 
slim trim Waistlines, give 
and lower muscles gentle 
support, and, through our completely detach- 


able pouch, to offer protection. 


our 
campaigns. It supporter- 
shot ts 
down 


is to and 


abdominal back 
Once a man 
wears this supporter-short he is usually a 
convert for life garment is so 
designed as to make him immediately con- 


because the 


scious of an improvement in his posture and 


DETACHABLE P 


of an improvement in the way his clot! 
fit and drape. In addition this next-to-b 
garment actually offsets fatigue and eli 
nates the worry of strain. 

But the idea is new, despite nearly f 
years of constant national advertising on 
part and by several other manufacturers 
the industry. Realizing that it would 
asking too much of our customers to ha 
sales people do the educational work w 
customers, we knew from the start that tl 
educational job must be 
pletely by 


almost co! 

well-conceived displays. There 
fore, each season we have supplied our track 
with display material for counters and win- 
dows which were created to convince every 
man who walks into the store of the fact 
that he should wear a “Support-U.” 


done 


In every instance these displays were de- 
signed to take into full consideration the 
limitations of space both in the windows and 
counters which the average men’s store has 
available. Our displays have always been 
of high-quality and, so far as color combi- 
nations and material, were produced to con- 
form with the standards of the best stores 
in the field. But above everything else they 
have been designed to do a selling job for 
our merchants; to reduce the need for clerk 
time ; to provoke inquiries about “Support-U” 
from customers who might have been en- 
tirely ignorant of the fact that such a gar- 
ment was on the market. 

The results have been extremely gratity- 
ing and we have invested more and more ot 
advertising appropriation in displays 
with the passing of each season. 


our 


This year we have made available to our 
trade a display consisting of two moulded 
figures in a third dimensional design. The 
figures are entirely white against a_ black 
background. They stand on a walnut ped 
estal. One of the figures is shown wearing 
a blue “Support-U,” and has perfect posture. 
The other figure illustrates a man in a poor 
posture, with the slightest suggestion of 
having too much otf a waistline. Above, in 
white letters against a background of rich 
statement: “You should wear a 
Trims down waistlines. Guards 
The best proof of the effe: 
demand we 


red, is the 
Support-U. 
against strain.” 
tiveness of this display is the 
have had for it 
from coast to coast. 


from representative stores 


Today will see this display in win- 
and on counters of that ot 
narily reject the average type of display 
material. It goes without saying that me! 
chants appreciate the ability of this disp] 
to step up their profits on the “Support 
line and that consequently we are more t! 
ever sold on counter and window displays 
both to support our national advertising, aid 


you 


dows stores 


as a competitive weapon. 
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Gor Sales- winning Beach penne 20 





BEACH PANORAMA No. 399 


13 FT. 9 IN. LONG, 60 IN. WIDE 
SPRAYED FIVE COLORS ON REYTRIM 












eOR AS AN 
EYE-STOPPING 
BEACH WEAR 
TABLE 
DISPLAY 








eOR ASA 

WALL DISPLAY 

IN THE BEACH 
ACCESSORIES 
DEPARTMENT .. . 
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; THE REYBURN MFG. CO., INC. Date ‘ 
s Allegheny Ave. & 32nd St. ‘ 
+ Philadelphia, Pa. ‘ 
‘ Send today your free instructions for assembling beach panorama ‘ 
8 wall and table displ ivs : 
4 ‘ 
‘ . ‘ 
' Name ‘ 
8 ‘ 
+ Address : 
5 ‘ 
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Richard Staines Wins 
"Sew And Save" Contest 

The $100 first prize in the “National Sew 
and Save week” display contest has been 
awarded to Richard A. Staines, Vandever 
Dry Goods Company, Tulsa, Okla. Winner 
of second prize in the larger store group 
was George H. Wagner, J. L. Brandeis Com- 
pany, Omaha, Neb., who received $50. Wes- 
ley Bartikoski, First Street Store, Duluth, 
Minn., won $100 as first prize in the smaller 
stores division, followed by C. Lownsbery, 
Franklin Shops, Hempstead, L. I., N. Y., 
who was awarded $50. First and second 
places in the chain store group were won 
by W. T. Grant Company, Store 41, Tampa, 
Fla.. and G. N. Najarian & Sons, Pawtucket, 
R. L., respectively. Third prizes went to the 
following: Scott Store No. 117, Fairbury, 
Neb.. Monumental No. 2, Baltimore, Md., 
and the McCrory Store, Staunton, Va. 


Magazine Announces 
Display Contest 


Bus Transportation, New York City, has 
announced a window display contest in 
which $50 will be awarded for the best 
window display featuring bus transportation. 
The mag izine will also pay $5 for each bus 
display sabtiatial published. 


Edward Stefan 
With Stringer 

lward J. Stefan has joined the Milwau- 
kec office of Don H. Stringer & Associates, 
as sales counsel. The firm handles point-of- 





and window display advertising. 






























NEW! DIFFERENT 
EATON ROUND 
GRASS MATS 


You'll find a hundred uses for these new 
style mats. Use them for those special 
round table island displays, circular base 
stands, under plants, palm trees, etc. 






They are as smooth and velvety as a well-kept lawn. Available in the 
following approximate diameters: 16”, 24”, 32”. Larger sizes made to 
order. 


Order now through your local display equipment house. 


EATON BROTHERS CORP. 


HAMBURG - - NEW YORK 
former.y Hamburg Floral Mfg. Co., Inc. 
LARGEST AMERICAN MANUFACTURER OF GRASS MATS 
























WINDow bispLtay| CORONET 
Increase your knowledge and your M A N N E st | F t N % 


earnings. Superior training in Trim- the crowning achievement for 1939 
ming, Backgrounds, Showcards. Mod isi, caus Mae Giievens 


erate cost. Day and evening classes. A 
~~ ” When Visiting World’s Fair 


FREE PLACEMENT SERVICE. Write for Booklet—Salesmen Wanted 


ACADEMY OF DISPLAY THE DISPLAY EQUIPMENT CO. 


8 E. 41st St. at 5th Ave. (Bkit N.) New York 147 WEST 37th ST. NEW YORK CITY 
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Sport Displays On Deck 


By G. ALVIN SMITH 
Display Specialist, New York City 





—Very fine displays can be made up for base- 
ball equipment, and here is a background that 
is simple, inexpensive, and easy to_ install. 
The large "face" is cut from wall board and 
painted as shown. The body is made in the 
same manner, while the arms and legs are 
formed of bats and gloves. The wording and 
lines suggesting the flight of the balls are 
painted on the background; the balls are 
actual baseballs— 
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an 2. 
—Fresh water fishing C j oN dressed up in front 
= with a real tree, fence 


offers a chance to 
rails, stump, and nat- 


display the equipment 
ural and artificial fo- 


needed, and also 
proper sports wear. 
The sketch shows a 


liage. Grass matting 
is on the floor— 


simple scenic drop, 























—Here is an idea for a display of merchandise 
for all sorts of sports. The setting is made 
from wall board attached to a wooden frame- 
work. The illustrations are in silhouette (me- 
dium dark blue) on a light cream-colored back- 
ground. Make the platforms of I-inch clear 
white pine boards, covering them with suitable 
material or painting as desired. A disc cut 
from wall board bears the copy at the left— 














front 
fence 
| nat- 
al fo- 
atting 


andise 
made 
frame- 
(me- 
back- 
clear 
sitable 
sc cut 
left— 
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If you want 


values. 


—send for the new Summer Selection of smart, new 
and appropriate fabrics and suggestions for your summer windows. 
Dazian-designed exclusives, and many staples, all priced at money-saving 
It's a Seasonal catalog you won't want to miss! Colorful, eye- 
arresting values that really put the "'come-hither'’ look in your displays. 


142 W. 44th St.. New York, N. Y. 


Send for “Featured Fabrics” Summer Catalog — 


DAZIAN’S, inc. 


Fabrics for Display — 








Sales offices in Chicago, Los Angeles, Boston, New Orleans, St. Louis 











Death Of Dudley Pierce 
Shocks Display Field 

The entire display field was greatly 
shocked to learn of the sudden death of E. 
Dudley Pierce, who for twenty-nine years had 
guided the destinies of the display depart- 
ment of Sibley, Lindsay & Curr, Rochester, 





E. Dudley Pierce 


N. Y. Although he had been in ill health 
for some time, suffering with angina pec- 
toris, death came unexpectedly on the morn- 
ing of Easter Sunday, April 9, at his home. 
Interment was made in a Columbus, Ohio, 
cemetery. He is survived by his wife, a 
sister and two brothers. He was 55 years old. 

While well known for his display and ex- 
ecutive ability, Dudley Pierce was even bet- 
ter known for his high personal character, 
his steadfast loyalty to his friends and his 
fir his unfailing kindness, courtesy, and 
untiring willingness to go out of his way 
to \e of service to anyone who needed help. 
He was a staunch supporter of display and 


all it stands for, and his personal efforts 
for its advancement meant much for the 
Included in his activities for 
display was a quarter-century of affiliation 
with the International Association of Dis- 


profession. 


play Men, and unflagging efforts on behalf | 


which he was a 
member of 


of that association of 
past president. He was a 
local and sectional display groups as well, 
and for some time was president of the 
Rochester club. His death is a real loss, not 
only to his hundreds of friends, but to 
display. 


Southern Cruise 
For Abrams, Cook 

Arnold J. Abrams and Al 
Adler-Jones Company, 
April 11 from a combined business and vaca- 
tion cruise to Cuba, Panama, Costa 
Colombia, and Honduras. 


Cook, The 


Chicago, 


Rica, 


Good Reception 
For Glass Silk 

Friedrich & Dimmock, 7 East 42nd street, 
New York City, reports an excellent recep- 
tion by the display field for the firm’s glass 
silk, or spun glass. Among its attributes 
is its remarkable effect when used in win- 
dows in which colored lighting is employed. 


Arthur Miller Joins 
Theatrical Display 


Arthur Miller, Florsheim’s 
and Advertisers’ Display Studios, Chicago, 
has become associated with the Theatrical 
Display Service, 1132 South Wabash, of the 
same city. 


fe yrmerly of 





returned | 





Dramatize Your Windows 


by using this modern 
Window Photo Service 


The newest and very best windows in Holly- 
wood, Beverly Hills and Los Angeles, divided 
into three specialized services. All photos 8x10 
with complete descriptions. Half of each monthly 
service mailed on Ist; half on 15th. 


Service “A”—-DEPARTMENT STORES. 
16 photos monthly; price $9.00 quarterly. 


Service “B’—MEN’S WEAR STORES. 
8 photos monthly; price $6.00 quarterly. 


Service “C”’—for WOMEN’S WEAR 
STORES. 8 photos monthly; price $6.00 
quarterly. 


Order a trial three-months’ service 
today. Be the first in your city to 
use these intriguing displays from 
the film world. 


California Display Technique 
860 South Los Angeles Street 
Los Angeles, California 











You spend good 


ARDBOARD money for adver- 
.. EASELS counter merchan- 


dise displays. It 
is economy to use the Stand Pat Easel, with 
special lock feature which insures it against fall- 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will out- 
live your display card. Write tor samples today. 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 











Title Registered U.S. Patent Office 


Combined with 
MERCHANTS RECORD AND SHOW WINDOW 
Issued on the Fifteenth of Every i akelabial by 
THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohi 
H. C. MENEFEE, President 
NATHAN SILVERBLATT, Secr 
R. C. KASH, Editor 


OUR PLATFORM 
The Development of Window Display Adver- 
tising. 
More Display Cooperation by Manufacturer 
and Merchant. 
Advancement of the Display Service Business. 
Practical Service to the Display Profession 
and Industry. 
Appreciation of Display's Power in Merchan- 
dising. 
Absotute 
Columns. 


Our Editorial 


Independence of 


No. 4 
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Why Not More Contests 
For Interior Displays? 


Kach season sees the inauguration of dis 
to the interested 


play contests galore, but 


observer one thing is becoming more and 
more apparent—that in nine cases out of 
ten these contests are for window displays, 
and that the importance of similar promo- 
tions for interior display is being neglected. 

It is true that an occasional manufacturer 
that entries must 
show a window display and an interior set- 
and as a matter 


specifies photographic 
up used at the same time 
of fact, at one such 
conducted now. But on the whole the win 
dow display is all that is required. 

It seems that display contest sponsors are 


least contest is being 


missing a good bet in neglecting to focus at 
In this they are 
retailers in 


tention on interior displays. 
perhaps no than 
general, for it is only comparatively recently 


more remiss 
that much attention has been given displays 
within the store. 

“Everyone concentrates on window dis 
plays, yet window space is limited and at a 
Comparatively speaking, in 
field for the 
and 


high premium. 


terior display offers a virgin 


manufacturer—there’s less competition 
far more space available; and interior dis 
plays remain ‘up’ much longer than those in 
thus reads a paragraph from 
The Grey 
York City 
advertiser's 


the windows” 
issued by 
New 


national 


recently 
Agency, Ine., 


a brochure 
\dvertising 
Written from the 
angle, the statement is only one of many 
arguments which could be advanced in sup 
port ot the idea of more contests for interior 
itself it 
concerned 


display. Yet in is sufficient reason 


tor any manutacturer, with put 
ting his products over in the retail field, to 
give serious thought to the idea. 

\ series of interior display contests would 
be of real help to the display field in general, 


for anything that will direct attention to this 


DISPLAY WORLD 


infant development—its lacks and its possi- 
bilities—is a step in the right direction. And 
as additional thought is given to the subject, 
perhaps more manufacturers will learn that 
their point-of-sale material must do more 
than exploit the founder’s name; they will 
realizing that their “dealer helps” 
must be designed from the store’s standpoint 
and in keeping with the store’s customs and 
reputation. 

It will probably be quite some time before 
all such point-of-sale material reaches the 
desired level. But in the meantime, why do 
not some of the manufacturers, with plenty 
of experience in sponsoring window display 


begin 


contests, wake up to the possibilities of simi- 
lar contests for interior displays? Even bet- 
ter, why not combine the two and award 
similar prizes for windows and interior set- 
ups alike, with a grand prize for the display- 
man with the best combination? 


These Displays 
Made News! 


From all reports, the Ides of March ush- 
ered in a few hectic days along the display 
front in New York City, with a couple of 
displays literally crashing into prominence. 

First, there was the affair at Bonwit 
Teller’s, which made every newspaper in the 
country as well as being mentioned over the 
air from coast to coast. It seems that the 
store had retained Salvatore Dali, the artist 
who was more or less responsible for the in- 
fliction of surrealistic display on an unsus- 
pecting world, to create several surrealistic 
windows for the firm. Dali and Tom Lee, 
display manager, worked all night installing 
the displays—which must have been honeys: 

In one window the walls were padded with 
a tufted material and studded with pre- 
Raphaelite mirrors. A feminine figure, a la 
Godiva except for red hair and some green 
feathers, stood as if stepping into a fur- 
lined bath tub—Persian lamb, in case you're 
interested. Three hands appeared to float on 
the water. This epic was entitled “Day,” 
and its counterpart, “Night,” in another 
window, was based on the theme of a Nar- 
cissus complex—a bed with a water buffalo 
for its headboard and with a_ recumbent 
mannequin on a mattress stuffed with glow- 
ing coals. 

When store officials came down, after Dali 
had returned to his hotel to catch up on 
his sleep and had left for a Turkish 
bath, they gazed at the windows with a mix- 
unbelief. 
com- 


Lee 


ture of consternation, and 
Finally, 
ments from hilarious passersby, they decided 
that Changes Were Necessary and proceeded 
forthwith to remove some of the daring from 
the settings. Dali appeared on the 
scene to scan his creations in the cold light 
of day. He followed the routine already 
established by the management in registering 
unbelief at 


awe, 


urged on by some glowing 


Then 


the changes. 
Mrs. Sara 
muttering 


and 
Then he hurried for the office of 
director, 


consternation 
Pennover, — publicity 
choice expressions in Spanish. 

Dali managed to make it clear that he 
had “hired to do a work of art” and 
not to have “my name associated with typi 
cal window After 
tossing of words and gestures back and forth 
it appeared that the surrealist had calmed 
He left—but only as far as the first 
where he window. star- 


been 


considerable 


dressing.” 


down. 


floor, entered the 
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ring the Persian lamb bath tub. Accouw 
differ as to what happened next; some s 
that he was rearranging the display a 
stumbled while carrying the tub, others 
port that he picked up the tub and tos 
it through the Fifth avenue window. Whi 
ever is correct, the stories agree that the t: ) 
sailed through the plate glass, followed 
Dali—who was promptly arrested on 
charge of malicious mischief. This was la 
changed to disorderly conduct and he \ 
released on suspended sentence by a jud 
who remarked: “These are some of the pr 
ileges that an artist with temperament see: 
to enjoy.” 

Newsmen were pretty skeptical about 
whole thing—especially when it was learned 
that Dali's exhibit of paintings was to 
held soon in a local art gallery. 

Something like an anticlimax, after the 
Bonwit Teller affair, was the second ha 
pening. A New York City shoe 
cided to hold a contest in its principal dis- 
play window in the laudable effort to find 
the “prettiest legs in New York.” When the 
candidates started going through their paces 
a crowd of 2,000 immediately gathered and 
police reserves were rushed to the spot to 
control the traffic. Just as they arrived on 
the scene another candidate entered the win- 
dow, but in the hustle and bustle of it all 
or perhaps just ina moment of absent-mind- 
edness—she had forgotten practically all of 
the major articles of apparel deemed neces- 
sary for the well-dressed young woman ap 
pearing in public. The showed its 
instant approval by surging over, under, and 
through a temporary restraining barrier built 
before the window, and dozens of noses were 
injured by being shoved too eagerly against 
the plate glass. And then the police, with 
no apparent appreciation for the mixture of 
art and commercialism, stepped in and closed 
the show. 


store « 


crowd 


New "Selling Yourself" Book 


A Bit Too Bombastic 

DISPLAY WORLD has received for re- 
view a new book published by The Dartnell 
Corporation, 4660 Ravenswood avenue, Chi- 
cago, entitled “The Knack of Selling Your- 
self.” Written by James T. Mangan, the 
book seems a bit too bombastic in tone and 
quite frankly we didn’t care for it in the 
least. The subject is an admittedly impor- 
tant one, and it is too bad that it couldn't 
have been covered without sentences smeared 
with “the good ol’ selling punch” so typically 
Babbitt. These are some of the topics dis 
cussed; their titles give a fair picture of the 
whole book: “Toot your own horn;” “Con 
with zip and emphasis;” “Be an 
egotist—and them like it;” “Boost; 
“Listen to the sound of your own 
“Don't boss if it’s all right 
him:” “Learn how to go over a man’s head;" 
“Call him by his first name.” 


centrate 
make 
VOI e, 


ask the with 


Cincinnati Group 
Opens Art Display 


The Creative Arts & Crafts Guild, said to 
be the first “Salamagundi” art organization 
of artists and craftsmen in the central states. 
has opened its new permanent art display at 
110 West Fourth Cincinnati, Olio 
Original designs by for various 


street, 
members 


types of advertising—are on view. 
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Nu-Trim 72’ H| 


Now a Bond Corrugated in a width you've always wanted. And its unusual 


: width is ONLY ONE of the outstanding features. 


| Nou-Crushalle + « « Its patented feature prevents crushing and 


always retains its original beauty. Place heavy objects on it... walk on it... 
handle it carelessly . .. you can’t mar the surface. 




















\ « « « Yet rigid enough for columns, wall panels and wings. A 
pertect covering for counters, plateaus and shelves. 


7 Brilliant Colors e « ¢ A full color range of High Fade-Test and 


Rub - Proof Papers that are not calendar stained or dyed. The color is made 


rned IN THE PAPER 
Na- Trim offers new and unusual uses... it helps solve your display 


the problems ... and you're sure to say - “Just what I’m looking for.” 


i 72” PANORAMA 

1 the A Sea View 6 feet high and 10 
gue feet long that fills the need fora 
- = one panel background. Napoleon 


don Blue CORRODEK air brushed in 











ay white and green. You'll find cool- 
‘ind. ness and sales appeal . . . in this 
lof Summer Panorama. 
eces- . . 
1 ap Send for full information 
d its 
, and 
a HERMAN Paper Propucts Corp 
Mek NEWTON UPPER FALLS MASSACHUSETTS 
rainst 
with : 
re of Pittsburgh Club Protests | A 
losed Bare Liquor Store Windows SOUND EDUCATION IS A LIFELONG ASSET 
Following the action of the Pennsylvania 
Liquor Control Board in banning all liquor 
displays from stores selling alcoholic bev- 
erages, the Display Club of Pittsburgh has 
addressed a letter to Governor Arthur James | 
ie to protest at leaving the windows bare. | 
— While not taking sides on whether or not | NOW 
% - liquor displays should be barred, the letter | 
Your makes the following constructive sugges- 
1, the ; for 
ie and = : 4: 
> a Would it not be a good thought to utilize WINDOW DISPLAY 
seices these valuante spaces to create an apprecia- ADVERTISING 
aldn’t tion of our grand state, by promotional ot 
ba , educational displays, rather than subjecting CARD WRITING 
aes the state and the Liquor Control Board t> 
—n ridicule by the very bareness of the win- Does your present connection 
pegs dows? Good promotional displays could be offer possibilities for ad 
HC, created to sell Pennsylvania, her beauty, vancement as your experi 
; which though admitted, is little advertised: ence, capabilities and age ad 
Be be her great store of interesting historical lore, vance ? If not, the thing to 
— and perhaps an idealistic prospectus for her do is to get out of the post 
Oct fmture.” tion that utilizes your time 
t with and talents without — the 
head;” Draping Contest Featured promise of adequate re ward 
At Chica Masti Hundreds of ambitious 
go ee ing young men are now turning 
The April 3 meeting of the Chicago Dis to fields where opportunities 
play Club was held at the Hotel Sherman, are more numerous and 
and the star event on the program was a income is on a higher and 
said to triangular live-model draping contest. Three more secure plane 
ization exports in draping participated, Jim Murray, 
states, The Boston Store; Carl Shank, former dis- Compete information 
play at play director for Stix, Baer & Fuller Com sent on request 
Ohio pai St. Louts, Mo., and Jimmy Kopp, 


vu TD spt toni ale | TE KOESTER SChOG@L “sx>* 


com: ientator. 
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Hosiery Eve=Catchers 


























—Hosiery display is a subject that makes year-round demands on the Mabley & Carew Company, Cincinnati, Ohio; lower, by P. A. Kushell 
busy displayman for original settings. Accordingly we show above six Russek's, Detroit, Mich. . . . Right column, top, by Del Heizer; center, 
treatments of this merchandise, by five different displaymen: Left column, by A. J. Roeder, William H. Block & Co., Indianapolis, Ind.; lower, by 
top, by E. J. Basker, Ellsworth's, South Bend, Ind.; center, by Del Heizer, Karl Kneis, for Stix, Baer & Fuller Company, St. Louis, Mo.— 
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SPECIAL PROMOTIONS FEATURED ° effe 
IN NEW YORK DISPLAY SCENE LAMI . O j D mM pl ¢ 
[Continued from page 5] 3 I e S 


The delicate pastel pink used on the semi- e 
circular platform unit makes a perfect foil esi n @ | n ass 2 mM | i 
for the wide range of styles and colors fea- y e 
tured. Slender, twisted wooden poles, fin- 
ished in the same pink as the platform, pro- 
ject through the surface to display the indi- 
vidual shoes on metal holders, at the same 
time centering attention on the half figure 
whose costume picks up the shoe colors. 
Putting over the fact that the primary 
purpose of the window is to sell shoes, a 
selected group is lined up for close inspec- 
tion on the shallow step along the base of 
the window. The background is woodweave 
screening, finished in white enamel and fol- 
lowing the same arc of the display platform. 
“Doll-size miniatures of real gifts, the new 
way to give perfect presents !”—made the ex- 
planatory heading in the window seen at the 
lower left on page 5, which was one of the 
series launched with great fanfare and pub- 
licity along the entire front stretch at Lord 
& Taylor, Dana O’Clare, display director. 
The display unit consists of triple frames of 
moulded wood in exaggerated perspective 
and receding in size toward the window 
background. Frames are painted in light 
blue stippied effect and spanned by a slant- 
ing white faille-covered ramp along which 
the tiny articles come tumbling in a gay 
assortment that truly suggests “something 











for everyone.” These miniatures are exact 
reproductions made by the manufacturers of 
the actual merchandise and like everything 
in miniature, held an irresistible fascination 
for the crowds that gathered outside. In 
direct contrast to the small objects were the 
giant size gift certificates bordered in the I Design and assem- , 2 It gives complete ] 3 Opaque Lamicoid 
same tone of blue as the frames. Tiny re- bly of flat and curved 4) construction details in a wide range of 
productions of this were attached to each translucent surfaces (2) for handling All colors and natural 
item on display, and the window text ex- is a simple matter [bj types of temporary woods is especially 
plains in detail how the system is worked with the new data | and permanent dis- , suitable for walls, 
out whereby the purchaser of the gift cer- book offered below. plays. counters, base boards. 


Biicate also receives the Wing i (0 
present to the recipient—who in turn comes 
in with the certificate and “chooses the de- 


sired style, size, color ...’” in actual mer- COUNTLESS OTHER JOINTS AND FASTENINGS 


chandise. 

Placing spring hats in giant Easter bas- 
kets at oe charming effect carried out in DESCRIBED IN THIS LAMICOID DATA BOOK 
a full sweep of millinery windows at Alt- 
man’s, which Display Director Hal Williams When you are designing and assembling the new 
launched well in advance of the Easter 
parade. “Altman has a hat for everyone” 
made the headline title used throughout, 
each of the windows featuring a different invaluable aid. In addition to several design illus- 
color or style. Though all the baskets were 
yellow and similar in size, the slight varia- 
tions in the shapes added greatly to the ap- 
peal of the windows as a whole. We will gladly send you a copy. 

The settings were all finished in a soft . 
turquoise blue and great lengths of veiling 
and tulle, shading from white through all the THE COUPON BRINGS YOUR COPY 
lovely pastel blues, swept from wall to wall, 
winding about the basket handles and en- 
tangling flower-like hats in their fold. The 
hats in the basket were displayed on slender 





Lamicoid laminated plastics for structural or in- 


direct lighting work, you will find this book an 


trations, it contains complete installation details and 
section drawings for joints, fastenings and trim. 











MICA INSULATOR COMPANY, 198 VARICK ST., NEW YORK 














Kushell, wooden stems rising from a bed of vari- Send me the booklet shown above — without obligation. 
ela shaded green tissue paper. Sprays of ram- 

| bler roses were intermixed with the veiling 

ower, by Company 


an’ tulle billowing around the base of the 
= basket, and here a small card bore the cap- 
tion, “veiling and flowers, pretty details in 
the spring picture.” 
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Alphabet Pointers 


By ARTHUR E. SKOLER, Director 


Skoler Institute of Lettering and Poster Design, Newark 


A knowledge of the letters of the alphabet, 
the ability to form each letter with a mini- 
mum number of sure, certain strokes, is 
essential to the man or woman who wishes 
to become an outstanding letterer. Guess 
work must be eliminated. You must know 
exactly what you are going to do before 
you do it. It is too late to start to think 
after you have made your stroke. You 
must have every motion planned to the last 
detail before you make your first move. 

The art of lettering requires the artist to 
know each letter of every alphabet he uses. 
Too much time is often wasted by indeci- 
sion; proper preparation would save this 
time. The artist would then do his work 
almost automatically. Then the time saved 
could be used for improving the layout or 
to details, even the matter of putting colo 
in the brush 

Mention of this last causes me to digress 
fora moment. I have always been interested 
in color and its proper uses. It is my opin 
ion that a man can not become an outstand 
ing letterer until he knows how to put colot 
into a brush 

You must study the color before you use 


ciently opaque ? 
these qualities, do not expect the brush to 


too 
heavy and have no thinning properties. Some 
colors are best used for script letters ; others 
can be used to better advantage when mak- 


ing a Roman letter. Consider the color you 


Has it free flowing coverage? It is suffi- 
If you use colors without 


follow your strokes sharply. Some colors dry 


—Key to alphabets: upper left, a modern- 
ized letter with a little twist here and there 
to give it individual expression; a practical 
style that is popular among theatrical and 
commercial artists, card writers, etc. 

center, a modern style used for cards, paper, 
poster, signs, and displays; made with pen 
or brush upper right, a combination 
of modern type—yet conservative; it is a 
pen and brush style, easy to lay out for cut- 
out letters . . . lower left, a full face, thick 
and thin letter; has a forceful character; 
can be used for reproduction, show cards, 
and cut-out letter process . . . lower right, 
a popular modern style which has been 
called the "Artsko letter style;'' it has free- 
dom and clearness of expression in free 
swing, and legibility—has no superfluous, 

meaningless strokes— 


fast, some are too watery, others are 


are using before selecting the style of lett 
Or even better—select the style of letter 

wish to use and then use the color wl 
is best adapted to this style. 

Of course, your brush is important, t 
Study the various kinds of brushes: lo 
short, and medium size hair. Select the 
which is best for you. The brush with wh 
you work best is the brush you should us¢ 

Now let us get back to the actual letteri 
As I said before, vou must be confident wl! 
you make your strokes and not be hinde 
by indecision. You should not start wit! 
one style of letter and finish with anotl 
In a single job you usually have the opp 
tunity to use more than one style, so 
distort a single letter? You know wil 
strokes must be used; make the letters 
they should be made. 

You may wish to create your own 1 
vidual stvles in your own way. But wil 
you show your originality, make certain th: 
you are developing something new, and that 
it is the proper time for creation. Do n 
for your own good, make a new style 
letter every time you work on a small card 
Don’t be so original that every letter you 


ABCDEFGHIJK 
LMNGPaARSTU 
WXYZ abcdefghijhi 


mnopgrstuvwxyz.kazy 


ABCDEFG 
HI JI ALM! 
MNOPQR 
RS TUVWX 
YZ abcdetg 
NijKalmnopa 


Qrstuvwxyz 


WWXT YZ 
abcde fghk 
STUVWXYZ 








when 


1 that 
l that 


» not, 
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make looks different from any other letter 
you ever made. That will only waste your 
time. Know what you want to do; then do 
that one thing well. 

[ have heard talk that some day type will 
take the place of our profession. To those 
of you who have heard these same foolish 
thoughts, I say have no fear. Ours is a 
profession which will always be needed. We 
make a letter just as a sculptor makes a 
statue. We are not held down by routine 
stvles. We can adapt our art at a moment's 
notice to the purpose of the particular job. 
But the letterer who wishes to hold his 
place must be versatile. He must know 
many styles of alphabets. 

What alphabet can you do best? That 
depends entirely upon you. You should ex- 
periment with various kinds to see which 
ones are best suited for your talents. 

Here is an easy way for you to see if you 
are adapted to a particular alphabet; make 
a copy of the style with a pencil. If 
feel that in laying out the letters there is 
real enjoyment and that you can get into the 
swing of the letter without making changes, 
then here is an alphabet you should use. 
Keep copying the letters. Get the feeling of 
each stroke. Learn exactly how each letter 
is formed. 


you 


When you know the alphabet, start with 
your brush. Fill in the pencil strokes. Make 
no changes no matter how strong the feeling 
that there should be a change. If, after 
completing the alphabet, you still feel that 
you have enjoyed yourself, this is an alpha 
bet you certainly should use. 

After you have completed this stage, look 
at each of the letters. Perhaps there are 
individual lines which you do not like. Make 
another complete alphabet, making the vari 
ations you think will improve its appearance. 


Compare the two. Select the set which vou 


believe is better looking. Learn that alpha- 


bet and use it. 

If you are still a 
student of lettering, whether a beginner or 
advanced student, do not attempt to make 
changes. Wait until vou had many 
years of experience before creating your own 


One word of caution. 


have 


styles. 


The student should spend his time learning 
standard alphabets. He can get his thrill 
of achievement from variations in his lay- 
outs. Learn how to handle the brush so the 
alphabets you know can be fitted into your 
layouts without trouble. Get 
yourself. You will soon be 
own styles 


confidence in 
creating your 


Learn when to tall, thin letter; 
learn when to use a short letter; learn when 
to use script; learn the proper combinations 
When things are 
to you, you will be ready to go out 


use a 


olors. these second 
nature 
on your own. 

Proper training and proper practice can 
make a individualistic letterer. 
Don't try to put someone else’s personality 
into your own work. Make each stroke ex- 
Pressive of yourself. Uncertainty and un- 
happiness will be yours if you do work which 
If it 


successful, 


Is always a copy of another person’s. 


Is success you seek, put a bit of yourself 
int. every job. Express your personality 
Wit: your pencil, pen, and brush. Make 


next job truly your own. 
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@ Smooth Texture 
@ New Color Versions 


——@ Satin Finish 
aj ——@ laminated Middle 


ImpaoveMENTS~© Full 14 Ply Thickness 
—~e Speed Surface 


Pg 


@ Perfect Erasure 


PRICED TO FIT YOUR BUDGET.. 


Free Samples 


on Request 


G Product of 


CHICAGO CARDBOARD COMPANY 
Chicago, lL. 


666 Wash ing ton Blvd. 
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The NEW 


96°’ Seamless 


| PLEET PAC 


3 
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Backgrounds 
118° —14’—16' lengths 


In Spring Green, White, Ocean Blue, Sunray Yellow. 


to handle. 


Sf 


Easy 


Easy to install. Write for catalog and sample. 


JOBBERS TERRITORIES OPEN 


Sole Manufacturers 


ELB PRODUCTS, INC. 


101 PARK AVENUE NEW YORK, N. Y. 
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DISPLAY INSPIRATIONS OFFERED 8 
FAIR'S MURAL TECHNIQUES 
[Continued from page 5] 
violet to blue. From the center of t 
grounds to the periphery, intensity of col 
will increase from off-white to the deep: 

tones in each zone. 

Murals will be used in this scheme to p: 
vide color relief and color accent and 
enhance the simplicity of great expanses 
wall surface by use of brilliant desig: 
Peixotto explains. They will be as eff 
tive by night as in the daytime becau 
illumination of the fair is being planned 
continue or heighten natural color effe 
rather than to supplant them by effects of 
own Creation. 

Near the “theme center,” where colors are 
pale and building forms are simple and aus- 
tere, murals will be in the classic tradition 
Around the edge of the main exhibit area, 
where coloring will be brilliant and arcl 
tecture very modern, murals will be free in 
design and rather extravagant in color. 


New Hampshire Club Sponsors 
"Parade Of Fashion" 


The New Hampshire Displaymen’s Club 
was the sponsor this year for Manchester's 
annual spring “Parade of Fashion,” which 
has been a local event for the past fifty-two 
years. The highlight of the program was a 
window display contest, with stores in all 
classifications competing for first and sec- 
ond prizes in each division, and a grand 
prize of a silver trophy donated by a local 
newspaper. Officers of the Boston Display 
Club were the judges of the window dis- 
plays. 

The grand prize was won by Ray W. 
Parks, Leavitt Stores, who is president of 
the New Hampshire Displaymen’s Club, and 
a vice-president of the International Asso- 
ciation of Display Men. 


Campbell On Trip 
To West Coast 

J. W. Campbell, display director, Carson 
Pirie Scott & Co., Chicago, spent consider- 
able time recently on a visit to the San 
Francisco International Exposition and _ to 
the other principal cities of California. 


Vv. M. es | 


Transfers 

V. M. Samb is now with J. C. Penney 
Company, Youngstown, Ohio. He formerly 
handled display for the same firm’s La 
Crosse, Wis., store. 


—Upper illustration, Louis Ferstadt, mural 
designer for the Independent Subway Sta- 
tion on the New York World's Fair grounds, 
stands by a sketch of a portion of his mural 
entitled "Here You Are—Greatest Show On 
Earth." ... Center, as one of the five murals 
representing “community interests" in the 
Home Furnishings building, J. Scott Williams 
uses ferro-enamel on steel to show man in a 
cavalcade of battles against the elements. 
. . . Left, a detail of one of four murals 
depicting strength and power on the Metals 
building at the fair. Designed by Andre 
Durenceau in soft blues and grays, the 
murals are each composed around a Greek 
god as a central figure. In the one shown 
here, Vulcan is the god and the three en- 
gines represent products of his forge— 
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A WORLD’S FAIR 


promotion that makes dollars and sense! 












Fill your new Luggage with these specially 
selected World’s Fair necessities 

















THE LID OF THIS GIANT SUITCASE 4'-0" X 8'-0" 
MECHANICALLY OPENS AND CLOSES 
When the lid is open, the inside of the suitcase dramatically dis- 
plays cameras, binoculars, comfort shoes and all travel requisites. 


PRICE ON REQUEST 











BLISS DISPLAY CORP. 


460 


WEST 34TH STREET, 


NEW YORK CITY, N. ‘ 





N. |. A. D. M. Completes Plans 
For Annual Banquet 


The sixth annual banquet of the Northern 
Indiana Association of Display Men will be 
held this year on April 17, in the Bronze- 
wood room, Hotel La Salle, South Bend. 
An attendance of more than 100 is indicated, 
according to Frank G. Bingham, Robertson 
Brothers, president of the association and 
toastmaster for the banquet. 

The following program has been arranged, 
in addition to the purely entertainment 
angle: sound motion pictures of the New 
York World’s Fair; 
Jesse I. Pavey, mayor, South Bend; greet- 
ings from display clubs, by visiting presi 
dents; address, “Let’s Go Places,” by Charles 
FE. Means, Wilson Brothers Shirt Company, 
South Bend, and author of the book bear- 
ing the same title as his talk; address, 
“Good Will, $1,” by R. C. Kash, editor, 
DISPLAY WORLD; address, “The Mind 
Over Mattress,’ by Gene Flack, New York 
City, trade relations counsel of the Loose 
Wiles Biscuit Company, and said to be the 
most widely traveled, most widely known, 
and most widely heard man in business. 


address of welcome, 


George Bailey 
With Sears 


George Bailey has resigned his position 
as display manager for Bond’s, Chicago, to 
become head of a newly created department 
in tie Sears Roebuck & Co. national display 
div ion, 


Rubberlite Shoe Forms 


U. S. PATENT No. 2,144,381 
for 


NEW OPEN HEEL 


Smartly streamlined, these mod- 
els represent the newest develop 
ment in “Rubberlite’ forms. The 
patented self-adjusting feature, 
their long life and durable finish 


make these forms the most de- 
sirable value on the market 
today—available in eight styles: 
painted toes, closed top as illus- 
trated, $2.25 per pair. 


RUBBER 
PRODUCTS 


Incorporated 
529-531 S. 1 East 
Jefferson Street 42nd Street 
CHICAGO NEW YORK 











Battery Turntable 


No Connections Necessary 
1 YEAR GUARANTEE 
Runs 700 —_ a ey Et 


batteries. $7. 50 


LOW PRICE. 
FLEISCHER & CO. 
West 27th St. 


New York City 


ATTENTION DISPLAYMEN! 


Red Sable Lettering Brush Set of 
No. 4, 6, 8, 10, 12 $1.95 
6 Speedball Pens, Holder, Ink 65e 


The Leading Sign Supply House of the Southwest 


BADER’S 1112 LOCUST ST. 


ST. LOUIS, MO. 
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—Here is a new spring window display for 
National Distillers’ ‘‘Fourmost' bottled-in- 
bond whiskies, using the same theme current 
in magazine advertising. Pictured is a scene 
at the Paris Exposition in 1900. White dots 
representing electric lights are lighted from 
behind, flashing on and off. As background 
illumination goes off, another light flashes 
under “Our 1939 Favorite'’— 


—Good-natured humor and a compact, prac- 
tical unit for use in retail liquor stores are 
the characteristics of Hiram Walker's minia- 
ture cocktail rooster display, designed and 
manufactured by Kay Displays, Inc., New 
York City. A miniature cocktail bottle be- 
comes the body of the rooster, and the silk- 
screened wooden head and tail are clamped 
on the neck and base of the bottle— 


—Hiram Walker is now distributing the floor 
"salesman" display to package stores through- 
out the United States. The display is litho- 
graphed in four colors. The ‘Ten High" 
cases, bottles, and the salesman are life size. 
The copy repeats the theme used by Hiram 
Walker in newspaper and magazine adver- 
tising— 


—An "All-America' award was won recently 
by General Electric's incandescent lamp de- 
partment for its new Silver Pylon—a wire mer- 
chandiser to display G-E "Mazda" lamps. 
The displayer is finished in rich aluminum. 
Although it stands more than 5 feet high, it 
requires only 11% square feet of floor space. 
Being light in weight, it can be moved eosily— 


APRIL, 193 





—The new Polaroid demonstrator is designed 
to demonstrate the American Optical Com- 
pany's new Polaroid sun glasses, which elimi- 
nate reflected glare. A pair of Polaroid 
glasses and a pair of ordinary sun glasses 
are chained to the display. The observer is 
invited to try the glasses and make his own 
test on the photograph in the center, which 
is so lighted that it makes possible a practical 
demonstration of the merits of Polaroid— 


—To popularize the sale of spices in shaker 
cans of uniform size, The Great Atlantic & 
Pacific Tea Company has adopted a novel 
display container which holds three each of 
several spices. A new booklet, "Season to 
Taste," is also offered by the displayer—by 
Robert Gair Company, Inc., New York City— 
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Kayser Offers $500 
In Contest Prizes 
Julius Kayser & Co., 500 Fifth avenue, 
‘ew York City, is offering a total of $500 
cash prizes in a window display contest 
hich is now in force, closing April 30. The 


ree awards are as follows: first, $250: sec-- 


ond, $150; third, $100. Entry must be made 
by a photograph of a window or counter dis- 
play featuring the company’s “Vacation 
Free” consumer contest; the picture should 
be sent to Gay S. Walton, contest director, 
at the address above, before midnight 
\pril 30 

The contest is open to all dealers in the 
United States carrying Kayser merchandise. 
\ slip should be attached to each photo- 
graph, bearing the contestant’s name, store, 
and address. <Any size photographs, made 
by any type camera, are acceptable. No 
photographs will be returned; they will be 
judged solely on selling appeal and artistic 
quality of the display. 


"Display Ideas'’ Is New Book 
By James Kiley 

James Kiley, whose “Timely Display 
Ideas” appear as a regular feature in DIS- 
PLAY WORLD, is the author of a new book 
being introduced by Reeder-Morton Publica- 


tions, Inc., 175 Fifth avenue, New York City. | 


Entitled “Display Ideas”—for late summer, 
fall, and Christmas displays—the book pre- 
sents sketches for fifty smart window and 
store interior displays, together with com- 
plete construction details. The drawings are 
designed for easy blowing-up if necessary. 
About half of the displays shown can be ani- 
mated, when desired. 
Royal Colour Book 

To Be Released 


The Textile Color Card Association has 
been appointed by the British Colour Coun- 
cil as the sole authorized distributor in the 
United States and Canada of the Royal 
Colour Book containing the coiors selected 
by the British queen to commemorate her 
visit to North America. The book, a de luxe 
edition, illustrates the two colors selected, 
“Regina blue” and “Mayflower lilac.” The 
association is located at 200 Madison avenue, 
New York City. 


Change Of Lenation 
For Gregg 

Gregg Advertising Display has removed to 
a new location at 3712 West Washington 
boulevard, Los Angeles, Calif. The firm 
was formerly known as Pacific Coast Win- 
dow Display, located at 2216 South Orange 
drive 





Harold A. Lees Joins 
Advertising Displays 
Formerly with the A. to Z. Display Com- 
pany, Cleveland, Ohio, Harold A. Lees has 
joined the sales force of Advertising Dis- 
plays & Decorations, of the same city. 


Mendoga- Wales With. 
The Parisian 

\. H. Mendoga-Wales, formerly with Liv- 
In —s Youngstown, Ohio, is now in the 


display department of The Parisian, Canton, 
() 10. 
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——""_$POTLITE 


For Birdseye R-32 150-Watt Super-Spot, R-40 150-, 200-, 300- 
Watt Spotlite Lamp, and R-40 Reflector Lamp. 


DRAMATIZES! HIGHLIGHTS! DIRECTS ATTENTION! 
Window Displays Points of Interest To Display 























| Theatrical Color Effects! ‘ : 
| Instantly Applied! ( “ earns. sk 





HANFORD COLORCLIP 
With any one Color Filter 


$1.20 


SPOTLITE 


FEATURES—Univer COLOR FILTERS 


= sola Action Natural Colored Glass 
Mo ‘ — 7 she Guaranteed Against Fading 
sierra sah Sart S and Breaking from Heat 


Shelf, Table, Wall, 


‘e y »ilaste ‘ P l. Rub 7. Stray 
sever: Finished Wired complete with Cord yA Pink 8 Medion Ambe 
| Moire Black and Pol and Plug. Less Lamp. 3. Violet 9. Light Green 
ished Chromium 4. Medium Blu 10. Light Amber 
Equipped with slide sleeve to fit 5. Day lite 1] pei Blu 
R32 and R40 Spotlite Lamps Medium Green 12. Lemon 
HANFKORD LIGHTING CO., Inc. 
126 LAFAYETTE STREET NEW YORK, N. Y. 











ORDER YOUR 


STRAW HAT 
DISPLAYERS 


NOW! 


New and different — HAND 


carved wood displayers in 
many designs. As above, over all height 30”; base 26”; face 91%”. 


HAND CARVED WOOD DISPLAYS FOR EVERY USE 
Also new heads for Men's hat displays : $18.00 per doz. 











PRESSMAN & TEMPEST CO. 


FEATURING ART IN WOOD 
308 CHERRY STREET PHILADELPHIA, PA. 











WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baltimore, Md. 
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Think this over... 





I had a letter recently from a very good 
now an assistant to a 
display director. He asked me if I knew 
where he could better himself. He said that 
because the display director was a bit jeal- 
ous of his work and was working against 
him that he wanted to make a change. Mak- 
ing a change in this case might not solve this 


displayman who is 


man’s problem, because getting along with 
the next boss might be just as hard. 

knew of a case where 
the advertising man and the displayman 
each other. The ad man called the 
displayman “window trimmer.” The display 


man called the ad man It was 
many 


\ few years ago | 
fought 


“copy boy.” 

and the 
merits of 
benefit 


dog eat dog for two 


bitter 


newspapers 


years 
arguments concerning the 
over windows did not 
the store. Finally the displayman woke up 
and discovered that the ad man was playing 
olf with his boss. The displayman, believe 
not, started to think how he could gain 


] 


eood will of the ad man. One rainy night 


him waiting for a street car and ot 
Discovering that the 


he offered him a 


Saw 


fered him a ride home 


ad man lived out his way, 
litt any night 
These 


Things 


and. the 


habit 
discussed of general interest 
realized that they had 
outside the store. 
died down quickly 


rides grew into a= daily 
were 
many 


The 


and a 


two 
things im common 
arguments inside 
mutual triendship grew which greatly bene 
fited the store. Today, this ad man respects 
display and the displayman realizes the im 
portance of Kach learned a 


valuable lesson betore they parted for bette 


advertising. 


robs 


re 


ihe» 


Lod poe 


By FRANK G. BINGHA == 





The displayman who is an assistant to 
the display director in this case must remem- 
ber that a display department must have a 
plan of operation. The director adopts his 
plan—the plan on which he proposes to run 
his department efficiently. He might have 
had half a dozen good plans, but he can use 
only one successfully. The plan he has also 
not exactly suit the assistant, 
but if he wants to make himself more sal- 
able in the future he should fit himself to 
the plan. <A assistant is the fellow 
who does willingly a thing his wants 
done, though he thinks it might be done bet- 
ter in another way. By so doing he increases 
the value of himself in the display market. 

Many good assistants in the display field 
have become head men by helping their boss 


adopted may 


good 


boss 


become more efficient, thus giving the boss 
an opportunity for a better position. When 
a display director leaves a job, his final word 
on the matter of the assistant stepping up is 
most important. Learn to make the window 
oft yourself a selling display of your ability 
to cooperate with a given plan; the oppor 
tunities for advancement will come! 

If there is any hat tipping to be done in 
Chicago’s State street windows, it 
should be swans in Gold- 
blatt’s battery fact, if the 
lake breeze isn’t too cold, all displaymen in- 
advancement should 


view this 


front of 
directed at the 
of displays. In 
terested in display’s 
hold their 
one-man selling a firm the 
value of fine display Bianchi, display 
director, has made a real contribution to 


hats in hand as they 
revolution in 
Ray 


State street's ever-changing kaleidoscope of 


— 


—E. B. ''Pat" Patton, who directs display for The Ball Stores, Muncie, Ind., created this tropical 
setting in which palm trees and green shutters against a pastel background served as foils for 
the sports wear— 
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color, fashion, and fun which daily gree: 
the passerby. 


Referring to the Salvatore Dali-Bonw 
Teller incident mentioned elsewhere in th 
issue, breaking plate glass in a show windo 
is a dangerous way to get publicity and 
quick way to commit suicide. The sucti: 
in some display windows when the gla 
breaks is terrific. I have seen splinters « 
plate glass—in only an 8-foot window—+¢ 
through an inch of hard maple like a toot! 
pick through butter. This is one of the re: 
sons why accident insurance for the displa 
profession is higher, so the next time you a 
up on a ladder in a window make sure whi 
side the steps are on before you start dow: 


Ultra-violet is a word worth rememberin 
You will see examples of it at the fairs th 
summer. Herbert Strong, New York M1 
seum of Science, has developed an ultr: 
violet light which opens up a new world of 
color. He says the human eye can see col 
in proportion to one note on a piano ke 
board. Edsel Ford, fifteen years ago, ask 
him: “What is Although Strong 
was mixing all the colors for the automobil 
models he could not answer Ford. He looked 
it up in the dictionary and found no answe 
so this changed Strong’s hobby into a voca 
tion. Today he is one of the most widel 
known authorities on color. His lecture en 
titled “Explaining the Magic World 
Color” is a masterpiece. 


color?” 


Oddities in display: window fourteen 
Marshall Field’s had a natural hair wig, fo: 
a mannequin, draped over the head of a 
flowered lamb. The other two lambs in thi 
window looked as much surprised as the on 
lookers. Window fourteen at Sears displayed 
children’s wear in a clever display, but the 
nice location near the 


coat hanger in a 


glass looked lonely. 


“Let’s go window shopping” has become a 
game played by the old as well as the young 
Years ago the who went window 
shopping had something to buy on_ thei 
minds. Today, thanks to modern display 
people go window shopping for entertain 
ment. First nighters were always the folks 
that attended the opening nights of plays, 
but this title is now being given to thos: 
who go window shopping. Adding all the 
crowds together on the sidewalks of America 


people 


every evening, one would have the largest 
audience (getting free entertainment) in the 
world. Highly paid radio entertainers per 
form for millions over the air, but when it 
comes to selling the product to the largest 
audience, the third dimension king of them 
all is window display. “Let’s go window 
shopping” is the greatest business-getting 
slogan in America. The display professio: 
by playing up this slogan could make mil 
lions more join the crowds, and these mil 
lions by looking first would convince them 
“Say It with Flowers” isn’t al 
best idea. 


The shortest thing in the world is not a 
gnat’s eyelash nor a mosquito’s whisker 
is public memory. Should we repeat good 
displays that have sold merchandise ? 


selves that 
ways the 


Willard Jones says: “Don’t take the bu 
by the horns—take him by the tail and the 
you can let him go when you want to!” 
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Hickok Contest Offers 
Excellent Awards 

\ first prize of $250 in cash is being of- 
fered in a window display contest, sponsored 
by Hickok, Rochester, N. Y. Other prizes 
are as follows: second, $100; third, $75; 
fourth, $50; next six prizes, $25 each; next 
ten awards, gold front Hickok “KoiNifes.” 
In addition, handsome trophies will be given 
the winners of the first four prizes. 

\ll window displays entered in the con- 
test must feature Hickok sport belts and 
the display must remain on view for at least 
five days. Entry must be made by an 8-by- 
10-inch photograph, to reach Hickok by 
August 1, listing the name of the store and 
dates of the display on the back of the 
photograph. The contest begins May 1 and 
continues to July 15. 

The displays will be judged on the basis 
of originality, resourcefulness, and merchan- 
dising ideas. The judges will take into con- 
sideration the size of the town or city from 
which each entry comes, as well as the size 
of the store. The judges are Marx M. Levy, 
president, N. A. R. C. F.; Clement Kieffer, 
Jr, Kleinhans Company, Buffalo, N. Y. 
Bert Bacharach, editor, Men’s Apparel Re- 
porter; Harry Resseguie, managing direc- 
tor, Men’s Wear, and R. C. Kash, editor, 
DISPLAY WORLD. 


Pittsburgh Displaymen 
Organize Club 

Displaymen of Pittsburgh's leading stores 
and utility companies met recently and or- 
ganized The Display Club of Pittsburgh. Its 
purpose is “to spread the knowledge of dis- 
play principles and functions through edu- 
cation and clinical discussion...” and to 
promote business relationships. 

John S. Frizzell, West Penn Power Com- 
pany, was elected president of the new or 
ganization. Frank Kneeland, Pittsburgh 
Mercantile Company, was made vice-presi- 
dent; Richard A. Power, McCann’s, corre- 
sponding secretary; Fred Mendelson, H. 
Childs Company, recording secretary, and 
Harry Seymour, McCann’s, treasurer. 

Plans for meetings will be announced later 
The club will assist civic organizations in 
promoting worthwhile projects and_ will 
strive generally to increase the prestige of 
displaymen. 


Jerome Koerber Dies 
After Long Illness 

Jerome A. Koerber, who joined Straw- 
bridge & Clothier, Philadelphia, in 1903, and 
who for more than a quarter of a century 
headed the firm’s display department, died 
at his home March 19 after a long illness. 
Funeral services were held March 22 at the 
St. Carthage church. 

Koerber came to this country from Hun- 
gary, where he received his initial training 
in display in a Budapest store. He soon 
became one of the best-known figures in 
American display and for many years was 
very active in local and Eastern club work. 
He retired from active duty several years 
ago 

H« is survived by his wife, two sons, and 
thre- daughters. 
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By James Kiley 





DISPLAY IDEAS 


For 1939 Late Summer, Fall and Christmas 


All New and First Time Published 


5 SMART WINDOW and STORE INTERIOR DISPLAYS i ae 


All smart and easily constructed at 
low cost... . All drawings complete 
with lined-off sketches ready for 
Blow-up. 

* “ * 
Ideas, working plans, color schemes, 
materials and full construction details 


for women’s, children's, men's wear— ° 


hats, shoes, sporting goods, gifts, 
electrical appliances. 





You know Kiley—his ideas are a 
monthly feature in this magazine. .. . 
Kiley with his 20 years’ practical ex- 
perience has planned your displays 
for the rest of this year. 


* o*K * 


Motion An Added Feature—About 
half of the 50 complete ideas may be 
simply animated, if desired, by fans 
and standard motion devices. Full 
details. 


Put Kiley’s Smart and Low-Cost Displays to Work for You Right Away 


Attach Dollar Remittance to Your Name and Address 


Reeder-Morton Publications, Inc. 


Flatiron Bldg., New York, N. Y. 


ALgonquin 4-8084 








BAMBOO 


AND 


RATTAN 


RAW MATERIALS 
FURNITURE 
ACCESSORIES 


All Sizes Stock on Hand 


WRITE FOR SAMPLE 


UNUSYAL PropucTs Co. 


4568 BEVERLY BLVD. 
LOS ANGELES 











SEE THE NEW 


BRISCHOGRAPHS 


at your dealer or write 


The Brischograph Co. 
COLUMBUS, OHIO 


Enlarging Projectors for Display Men, 
Artists and Sign Studios 





@FISH NETS 

@SAND & GRAVEL CLOTH 
e |  @GRASS MATS 

@CORK FLOATS 


MAHARAM @ ANCHORS, STEERING 
CAN FILL WHEELS, LIFE PRESERV 
EVERY ERS, SEA GULLS 


DISPLAY | @ AWNINGS 
NEED @COTTON ROPING 
@SUMMER CRASHES 


e @ DISPLAY PAPERS 


and hundreds of other items 


NEW YORK—130 WEST 46th STREET 
CHICAGO—6 EAST LAKE STREET 


ST. LOUIS—915 Olive Street 
LOS ANGELES—819 Santee Street 














The greatest 
attention compeller 


in DISPLAYS is 


Size, color, beauty, shape—all focus 
attention but none have the com- 
pelling power of motion. Before 
the kaleidoscopic background of 
the modern merchandise window or 
merchandise shelf one thing stands 
out, the animated display and all 
eyes center there. If you want your 
sales displays seen, if you want 
your message put across to project 
your “specials” into passers’ minds 
—give your displays action. And, 
if you want dependable trouble- 
free, long lived, low cost animation 
(any motion, any speed), power 
them with SPEEDWAY Flea Power 
Motors and Mechanisms, or build 
them on SPEEDWAY Turntables. 
These dependable 110v_ back- 
geared units comprise a complete 
line that meets every display con- 
dition. 


_l 


—— 
= 
<a 


dWa 


WRITE FOR 
CATALOG 


STG 


Speed Way Mig., Co. 


1839 South 
52nd Ave., 
Cicero, IIl., 
vu. & A. 





E 





You can make displays which attract 
the attention of the passersby—the 
first step to more sales and PROFITS. 
No forward looking displayman, store 
or sign shop can afford to be with- 
out a Cutawl. 


Our Easy Payment Plan 


makes it possible for you to get your 
Cutawl at once and pay for it in 
small monthly payments. 


WRITE FOR CATALOG 


International Register Co. 


13 S. Throop St., Chicago, Ill. 
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Here and Ihere 


Ben Finkelstein, display director, recently 
heralded the advent of spring with a flock 
of “birds” in the window of the Ansonia 
de Luxe Shoe Shop, 34th street, New York 
City. As seen in the photograph above, the 
“birds” some fifty individual 
to which pairs of wings 
The wings were in vari 
ous spring tints. They 
pended from the ceiling by silk threads in 
a shade to match the background, and were 


were shoes 
styles represented 
hal been attached. 


pastel were sus 


practically invisible. 

The background was of blue, to represent 
the sky, with white clouds painted on. In 
front of the background was placed a curtain 
of white cellophane. The whole rear of the 
window was illuminated in blue, further to 
carry out the sky effect. 

The floor 
mats, and 
were 


with green grass 
with the circular 
and 


was covered 
interspersed 
plateaus giant magnolia roses, 


—Below is a most realistic undersea setting, 
by J. C. Nichols, display director, John 
Wanamaker's, Philadelphia. Cellophane was 
used extensively, even being the principal 
part of the large fish which seemed to be 
floating in the water, as well as to cover 
the mermaid mannequin in the background— 
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—Ben Finkelstein, Ansonia Shoe Company, 

New York City, welcomed spring by a win- 

dow display in which some fifty styles of 

shoes were equipped with wings and _ sus- 

pended by invisible silk threads in order to 
create an illusion of flight— 


floor. A pair ot shoes re- 
posed in each flower. <All platforms were 
of different colors to make the effect of the 
various shoe styles stand out prominently 

Special attention was given to the lighting 
effect for the display at night. The window 
drew constant crowds during the time it re 
mained on view. 

The illusion of an underwater scene was 
very realistically created by J. C. Nichols, 
display director, John Wanamaker’s, Phila- 
delphia, Pa. Enitled “Undersea Fashions,” 
the upper part of the window displayed a 
modishly garbed bathing girl, seated on the 
end of a diving board, with her feet dangling 
in the “water.” This was made of sheets 
of cellophane in a light bluish-green tint. 
Resting on the floor were a large shell, con- 
taining a bathing suit and beach accesso- 
ries, sea plants, star fish, and sponges. Sev- 
eral large fish, made of cellophane and 
painted in natural colors, were suspended in 


resting on the 
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—A most elaborate and eye-catching dis- 
play for "Canned Salmon Week" was de- 
signed by M. A. MacQuarrie, Sunde & 


d'Evers Company, Seattle, Wash. Included 
was an accurate model of a typical Alaskan 
fishing village complete to the last detail. 
The entire scene was built into a tank con- 
taining water which seemed to originate 
from a "glacier in the background— 


such a way that they seemed floating in the 
water. In the central background was a 
mannequin, covered with cellophane and 
with streaming hair of the same material, 
who played the part of a mermaid. 

M. A. MacQuarrie, Sunde & d’Evers Com 
pany, Seattle, Wash., created the very inter 
esting “Eat More Salmon” display seen at 
the top of the page. It was used in the 
window of the firm’s store at the Colman 
dock, Seattle, and received much attention 
MacQuarrie describes the display as follows: 

“In preparing this display for Canned 
Salmon week, a model salmon cannery was 
constructed, typical of those found in 
Alaska. A main cannery wharf and an oil 
dock were built on actual pilings, made from 
creosoted doweling. 

“The entire scene was built into a_ tank, 
fed by a stream of water originating in a 
‘slacier’ at the summit of the mountains and 
dropping rapidly to the bay below. Out in 
the bay a seine boat with a miniature net 
is in a ‘haul,’ while tied to the oil dock and 
taking on oil is the cannery tender. Guppies 
are swimming about in the water. 

“The hills in the foreground were con- 
structed from copper screening, covered with 


several varieties of moss. The mountains 
in the background were painted in two 
shades of red-violet, the foothills in two 
shades of blue. 

“Flanking the cannery on either side were 
pyramids of canned salmon of many brands. 
Shellfish, coral, and star fish completed the 
beach scene. The entire setting was backed up 
by a surf panorama, and a standard salmon 
seine, with cans of salmon being suspended 
from the mesh. Posters for Canned Salmon 
week were used at the extreme ends of the 
window. In the foreground were the words, 
‘Eat More Salmon, these being cut trom 
white pine and painted a bright red to con 
trast with the white sand and white corru 
gated board.” 

Surrealism in shoe displays is a_ novel 
touch, and as handled by H. H. Littell, dis 
play director, L. Bamberger & Co., Newark, 
N. J., made a very interesting setting. The 
photograph below is typical of the complete 
series used. Each window contained a tree 
and figure, both covered with hardware 
cloth, which in turn was covered with green- 
ish-gray moss. The trees were set up in sec- 
tions, also the leaves were so arranged that 
they could be handled individually. The 
shoes were held on the branches, the hillock, 
and the figure’s hands. 


—Designed by H. H. Littell, L. Bamberger 
& Co., Newark, N. J., this surrealist setting 
was used as one of a series of similar win- 
dows in which footwear was featured. The 
tree and figure were covered with a green- 
ish-gray moss-like material— 
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DISPLAY 
ITEMS 


have enjoyed a genuine 






preference among _in- 
formed DISPLAY PEO- 
PLE for 


. .. principally because 








many years 








these items combine at- 







tention-getting original- 






ity .. . quality produc- 







tion and a high average 
of durability. 














HAVE YOU A COPY 
OF THE NEW SPRING 
AND SUMMER BOOK- 
LET? 















Address Department D. 


EXcELsior 


PAPER SPECIALTIES 
CO. INC. 


640 WEST 57th STREET 
NEW YORK 
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NEW YORK’S TWO DRAMATIC FAIRS 


There's a second fascinating wonderland 
playing host to inspiration-seeking display 
men in New York this summer. Visit the 
New York World's Fair and by all means 
see our completely refashioned showrooms— 
newly designed by Eleanor LeMaire. New 
mannequins by Cora Scovil new dis- 
play fixtures by Cyrille Steiner and 
display decor by Helen Cole. 





@Have you seen our new catalog No. 60 


JAS. b. WILLI AMS, ine. 


Display Fixtures for Today and Tomorrow 


498 Seventh Avenue, New York 





BRIGHTEST! SMALLEST! COOLEST! 


AND WE CHALLENGE COMPARISON! 


ne Spotlight . MITE-LIT FHESHE ; 


Amazing 
esi" 
Focus 
_Nenti- 


oling Pre- 
+ Co "00 om +t oh 


. er 
Manutas tut 


STAGE COLOR LIGHTING 


AVE 
g17 10th for SHOWCASE, SHOW WINDOW 
and INTERIOR DISPLAYS 








specializing exclusively in 


—VELVETEENS— 


- « BAMBOO 
36-inch attractively priced, permitting their 


Put that TROPICAL Appeal unrestricted use for all branches of display. 
in your Spring and Summer Displays — 


with NATURAL BAMBOO... —RAKO-SEAL— 


Immediate delivery from the largest stock in the a lustrous plush at an unusual price 
U. S. All sizes from % inch to 7 inches in diameter. 
Write for samples of 
Fabricated Bamboo and Bamboo Screening 


PACIFIC BAMBOO PRODUCTS, INC. 
6701-15 Eleventh Ave. Los Angeles, Calif. 


Wholesale Only — No Cuts 


Ls SIEGELMAN CO., Inc. 


11 East 22nd St. New York, N. Y. 














Question: Could you tell me how to ma 
artificial icing and decorations for an an 
versary cake? This is to be on display 
an east window and must be able to wit 
stand heat changes. I will build the cake 
wood and cardboard and cover it with pl 
tic paint, but how about the icing and de 
rations—the latter to be in deep pink ; 
blue ?—Salina, Kan. 

Answer: For the icing use a very th 
mixture of cold water wall paint of the tint 
desired—probably Alabastine in this cas 
This should be “slowed up” a bit by adding 
glycerine or white Karo syrup; experime 
ing will show you just how much to use 
your purpose. The same thick mixture of cold 
water paint, in the tints desired, can be used 
for the decorations ; squeeze it on from on 
ot the pastry obtainable from any 
dime store. 


tubes 


We want to use a straw hat dis 
using for displayers 
apparently 
been frozen. us some idea as 
to how this could be done ?—Baltimore, Md 
Answer: You can make up the outline of 
the “ice block” by means of wire framing 
Cover this foundation with several sheets of 
probably two clear sheets to one 
green. The edges and corners 
camouflaged and finished off with a 
artificial snow could be ap 
added naturalness. 


Question: 
play later on this year, 
“ice” blocks in which hats have 
Can you give 


cellophane 
ot blue or 
can be 
spray gun, and 
plied as desired for 
putting a 
wooden and 


Question: I am interested in 
pearl lacquer finish on both 
metal display fixtures. Can you give me any 
information on this ?—Racine, Wis. 

Answer: Lacquer for this purpose can 
probably be secured from the following 
Zapon-Brevolite Division, Atlas Pow- 
North Chicago, IIl.; Roxalyn 
Elizabeth, N. J. 


firms: 
der Company, 
Flexible Lacquer Company, 


Will you please suggest a cou- 
a win 


Question: 
ple of methods of simulating rain in 
-Miami, Fla. 
treatment is to 
sheet of plain cellophane across the 
where the “rain” is to be then ap 
plying a series of diagonal streaks of whit 
or white and black paint. White string can 
be used for the purpose, stretching it 
diagonally from top to bottom of the win 
Each string should be painted a color 
to match the background—at intervals of a 
couple of that the white portions 
appear to be rain, while the rest blends with 
the background and is practically unseen. 


dow displav ?- 
Answer: One stretch 
spact 


shown, 


same 
dow. 


feet—so 


William Mixon Wins 
Superba Contest 


First prize in the Class A division of the 
Superba contest on Mainliner cravats has 
been awarded to William FE. Mixon. 
Kresge’s Department Store, Newark, N. J 
First awards in Class B and Class C we 
to Jack Nasser, Oppenheim’s, Jackson, Mich, 
and Dick Arnold, Hoyt Brothers, San An 
gelo, Texas, respectively. 
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A New Tacker Drives 
Narrow Tackpoints 

ong under development and now com- 
pleted and ready for use is the new model 
T-2 “Hansco” tacker announced by the A. L. 
Hansen Manufacturing Company, 5041 Rav- 
enswood avenue, Chicago. This tacker is 
said to drive four different sizes of tack- 


I 


points, ranging in length from 7% to ™% inch, 
the tackpoints having only Y-inch crown. 

A feature pointed out by the manufacturer 
is the novel front jaw which can be opened 
or closed within a few seconds, without the 
aid of tools, thereby providing quick, easy 
accessibility to the mechanism. The jaw re- 
mains securely locked in position when the 
tacker is in operation. The unit is extremely 
compact and especially suited for use in 
close corners and cramped quarters. It 
measures only 34 inch across the front. The 
tacker weighs 1 pound 7 ounces. 

This new unit is under production and is 
an addition to the already extensive line of 
“Kling-Tite” and “Hansco” tackers. 


Three Sets Of Prizes 
In Hoover Contest 

The Hoover Company, North Canton, 
Ohio, is now promoting a national window 
display contest in which three sets of awards 
are to be made; prizes in each case are the 
same, $100 for first place, $50 for second, 
$25 for third, and $10 for fourth. Attrac- 
tiveness, idea value, and the use of the new 
Hoover “305” model are the points on which 
the contest will be judged, it is suid. 

The sweeper can be shown in furniture 
and drapery windows, in rug windows, or in 
electric appliance displays, these being the 
three classifications. The contest began 
March 12 and continues to midnight, April 
30. All entries, by photograph, must be 
mailed to The Hoover Company before mid- 
night, May 15. Complete details can be se- 
cured from the sponsor. 


Canton Club 
Meets 

The March meeting of the Canton Display 
Association was held at the Hotel Belden, 
With thirty members present. <A_ special 
demonstration of display material was given 
by a representative of the Dennison Manu- 
factiring Company. Refreshments were 
served through the courtesy of the Sherwin- 
Wil iams Company, Canton. 
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For Iu fonmation 


WRITE OUR NEAREST 
DISTRIBUTOR OR OUR 
OP FICE 66.4 0 ss. a0 << 


TRU-TREE STUDIOS 


82/ 6t6 st S.£. Minneapolis Minn. 


® ADLER-JONES CO, CHICAGO, ILLINOIS 
@ DISPLAY CREATIONS INC. DETROIT, MICH. 
e AL. HALVERSON INC. LOS ANGELES, CAL. 

e L.E. HIER CO. MINNEAPOLIS, MINN. 








VELVELUR 87” 


BACKGROUND PAPER 
in addition to SEAMLESS 81” and made to sell at 


the same prices. 


12 Yard Rolls — $5.50 each 
_ ™ “ —1159 ” 
Ss = “ —2250 ” 


VELVELUR — Velvety and Veloury 
“4 : Complete Background 
SZ Wide No Messy Painting 
29 Subtle, Pastel Colors that are 
Flocked with Wool Hairs 


UNBELIEVABLY BEAUTIFUL 
SAMPLES ON REQUEST — JOBBER TERRITORIES OPEN 


THE ACE PAPER CoO., Inc. 


426 WEST BROADWAY — NEW YORK CITY. N. Y. 








UNBREAKABLE 


BORN FLEXIBLE... 








“Figures Tell the Story” 


MINIATURES & MOTION 


Dramatize Modern Display 
THE TALK’S GOING ’ROUND! 
Brilliant! Brilliant! Brilliant 


They're a BEAUTY 
and a BARGAIN! 


Write for Catalogue of Latest Developments 
in the Display Field 


Flexible 
GOODMAN .."**° COMPANY 
Makers of Goodman Patent Sleeve Forms 
For Men’s, Boys’ and Women’s Wear + 
Life Size Mannequins + Motion 
19 West 3th St., New York, N. Y. 


vor FREE COPY! 


-—- Daily’s NEW 


\su Prt 1938-39 

\reneRials | CATALOG 

| owt Just off the press! New items! 
Low mail-order prices! 176 
pages of supplies for artists 
and sign writers. Actually a 
50c value book—but yours for 
the asking. Write for YOUR 
personal copy today! 


Bert L. Daily.Ine. 
122 East Third St., Dayton, O. 
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« « When Writing Advertisers Please Mention DISPLAY WORLD » » » 








DISPLAY STUDIO PROBLEMS 
[Continued from page 10} 


many years of commercial studio operation, 
I have found that the personnel 
valuable in the design and art production 
oftener that which has been 
and developed within the organi- 
zation. I have learned that it is extremely 
difficult to convert a designer in some other 
field into a display studio employee who can 
become proficient immediately. 

Assuming that a given studio has solved 
all of the problems that accrue with regard 
to its design and art production, and further 
that same studio is equally 


type of 


branches 1s 
trained 


assuming that 
well fortified in the personnel required in all 
phases of shop construction, the daily oper- 
ation of these two departments should be- 
come a “dove-tailed” arrangement. In the 
matter of display design, the operating head 
of the shop construction department should 
be tully 
improve the design routine, for the develop 
a standardized code of construction 


capable of offering suggestions to 


ment of 


detail to apply in all cases where construc 


DISPLAY WORLD 


—Above is an excellent example of a de 
luxe permanent exhibit, created by Co- 
Operative Displays, Inc.— 


tion detail is controlled by a production 
budget. The coordination of these two de- 
partments is really one of the most impor- 
tant efficiency measures that a production 
studio can promote as a policy. 

In connection with the operation of the 
shop construction departments, so many 
problems arise daily and there are so many 
methods of coping with them that we will 
not enter into a detailed discussion of their 
merits or demerits. We should like to em- 
phasize, however, that it is important, in the 
construction departments, to adopt several 
standards of production operation to con- 
form with the various types of displays used. 
These types could be classified as temporary, 
semi-permanent, permanent, and de luxe. It 
is entirely possible to set up a standardized 
construction code for each type which should 
clearly outline the materials to be used and 
the method of incorporating these materials 








OPPORTUNITY EXCHANGE 








SALESMEN 
WANTED 


In all States to sell complete line of 
mannequins, forms and display fixtures. 

Excellent opportunity for real hustlers. 

\pply, 


tions, etc. 


Address “SALES’”’ 


DISPLAY WORLD, N. Y. Office 
New York City 


stating experience and qualifica- 


Care 


175 Fifth Ave. 


COURSES in Window and Store Display, Back 
ground Design; Merchandising Ideas; Exhibi- 
tion Displays; Show Card Writing; Advertising 
Copy and Layout. Personal Training—Individ 
ual Advancement No Correspondence Courses. 


THE RAY SCHOOLS 
William F. Ray, Pres.; J. Duncan Williams, Dir. 
Dept. DW, 116 South Michigan Blvd., Chicago. 








WANTED TO BUY 


Used K9 or K9A cutawl or Martin Dis- 
play cutter. Must be in good condition. 


M. W. Remo, T. E. Ahern Co. 


Fond du Lac, Wis. 








WANT A BETTER JOB? 


LEARN Window and Department Store Display, 
Background Designing, Showcard Writing, Re 
tail Advertising—Copy and Layout Practical 
instruction by Fifth Avenue Display Experts 
Free Placement Service Booklet DW. 


119 West 57th St. 


Broadway School 
New York City 


of Display Arts 


DISTRIBUTORS WANTED 
For custom built window displays and accesso 
ries. No investment necessary Sensational of 
fer For all parts of the world Territorial 
requests granted 
Help Your Clients Dramatize and Sell! 
Address “BOX HBK,” care DISPLAY WORLD 








ADVERTISING — HOME STUDY-—The Adver 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common school 
education sufficient. Send for free booklet out 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
3601 Michigan Ave., Dept. 266B Chicago 








WANT ADS 


Of all kinds, eligible for the Oppor- 
tunity Exchange. Only $2.00 per inch. 
cash with May 


May 10. 


order forms close 
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into the type of display desired. Suc! 
construction code system also simplifies 
details of preliminary estimating or pric 
and it proves to be very practical in 
various construction divisions, viz., wi 
working, mechanical, electrical, 
and painting. 

We are presenting photographs of 
different types of display production as bh 
typical of co-ordinated effort between 
design and construction departments 
typical of the four types of display consti 
tion that we have outlined. 

The first picture represents a tempo: 
type of display that was designed and 
duced for The Cincinnati Gas & Elec 
Company, to feature an industrial gas \ 
dow exhibit which dramatized the use 
gas by The P. H. Davis Tailoring Compa 
The physical construction of this exhibit \ 
entirely of wood and composition board, + 
latter in flat sheets and curves. 

Next is shown a semi-permanent type 
display unit, which has all the dramati 
elements and physical make-up required 
the effect which this display was intend 
to afford. This unit was a reproduction of 
a huge floor lamp, designed and constructed 
for the Cincinnati Electrical Progress Expo- 
sition. It was necessary to give considerable 
thought, as a preliminary step in designing, 
to the manner in which it would be possible 
to produce this unit. Its over-all height is 
20 feet. It has a diameter of 12 feet at the 
bottom of the shade, and the shade height is 
Cellophane impregnated screen was 


assem 


7 feet. 
the material used to accomplish the lamp 
shade, this material being crimped by 

metal working machine for the pleated et 
The unit mounted on a 
base against a background carrying ai! 
brushed cut-outs of miscellaneous electrical 
Two of these units were used as 


fect shown. was 


appliances 
an exterior feature of this exposition, and 
each carried 2,000 watts illumination. 

Next is an example of a permanent type 
booth exhibit produced for the Newport 
Rolling Mill Company. In the design of this 
unit, the problem of displaying more me! 
chandise than the usual type of background 
would accommodate within the allotted space 
itself, which resulted in the at 
shown. This construction 
Concealed illumi 


presented 
rangement as 
of Masonite and 
nation is provided inside the name-plate box 
and front illumination was obtained by flood 
lights installed at the booth front. Bot 
shelf display and the mounting of merchan 
dise on flat panels were utilized for con 


wood. 


servation of space in this arrangement 
Next is a splendid example of the de 
and unusual type of permanent booth exhibit 
This unit was designed by an artist exj 
rienced in the treatment of color in deco 
rative tile, and was produced for The Cam 
bridge Tile Manufacturing Company, Cinc1 
nati. The designs in the panels are of actual 
tile, arranged in color harmony to produ 
the art effect. The center panel 
rated the use of.an eight-point turn-tabl 
which were mounted specimen panels ca! 


incor} 


ing arrangements of tile samples as_ it 
actually merchandised. The name “Sunt 
and the trade-mark appearing on the cent 
panel were of translucent material and 
the rear. The turn-table 
panel carried 


luminated from 
opening in the 


over-head illumination 


center also 
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Fis:erman's Week Displays 
To Receive Prizes 

ie sixth annual observance of Fisher- 
me's week will be held April 22-29, and will 
again be featured by window displays, news- 
paper advertisements, store demonstrations, 
fisiiing contests, and other sales promotion 
activities by sporting goods, hardware, and 
department stores. 

Cash prizes and trophies are being of- 

ed by The Sporting Goods Dealer, trade 
pu ibe of St. Louis, Mo., for the eight 
best window displays and three top ranking 
newspaper advertisements featuring Fisher- 
men’s week. Because of its seasonableness 
and wide consumer appeal, the week not 
only plays an important role in the sale of 
fishing tackle, but of a wide variety of re- 
lated merchandise as well. 





Richard Andrews Joins 

Livingston's 

Formerly with Gladding’s, Inc., Provi- 
dence, R. I., Richard Andrews has joined 
the display staff of Livingston’s, Youngs- 
town, Ohio. 


DISPLAY WORLD 


Combined Lamp-Reflector 
Offered By Teitz 


Lamp and reflector are combined in the 
“Extralite” being offered by Emanuel Teitz 
& Co., 1775 Broadway, New York City, for 
commercial and industrial application. De- 
signed specifically for use where concen- 
trated light on a given area is wanted, the 
lamps make use of an inside silvered re- 
flecting surface and have an outside frosted 
bulb. Distribution curves for the 200-watt 
size show that it will deliver about 835 
candlepower directly below the lamp. The 
mushroom-shaped lamps, which are made in 
Belgium, are offered in 6- to 500-watt sizes. 


George Hausherr Addresses 
Il. D. E. A. Group 

A lecture was delivered by George Hau 
sherr, Marchand Diorama Corporation, at 
the March 29 meeting of the International 
Display Executives Association, at the 
Hotel Pennsylvania, New York City. His 


talk discussed the technical, as well as the 


artistic, phases of dioramic construction. 





The Display Parade 


_By Anthony Brinker 


MOTION MOTORS 
For Any Animation! 


Regardless of the principle you employ, 
there isa FLEXOACTION geared motor 


for your display. Quiet, powerful, depend- 
-\ able. Any speed, current, type of motor: 


TURNTABLES: 30101000 Ibs. capo 


MERKLE KORFF GEAR CO. 


211 NORTH MORGAN STREET CHICAGO 





chosen by the better stores 


FACES of distinction; natural, charm- 
ing, sophisticated. 

FIGURES, CORRECTLY PROPOR- 
TIONED to display all new dress and 
coat styles. 

In standing and flexible effects, in- 
cluding the new “action” poses. 


Write for photographs 


rf West 36th ~ (Near Fifth Ave.) 


®@ New York, N. Y. 















VERY MODEST 
ABOUT HIS MANY 


QQ) ACHIEVEMENTS 
> 


MONTHS SELECTION £@ 
FOR THE 
HALL OF FAME-_ 


GLORGE H. WAGneRt 


DIRECTOR OF DISPLAY. 
BRANDEIS STORES, OMAHA-. 





QNE OF THE COUNTRYS 
QWITSTANDING EXPONENTS 
OF MOPERN DISPLAY. His 
TOP-NOTCH PISPLAYS HAVE 
WON H/M MANY PRIZES. 
AWD HAVE BEEN THE JVE/IRA- 
TION JO COUNTLESS BEG/NMERS. 


AB, 
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s joff A LEGINNER 
) | HE DETERMINEDIO 
| MASTER THE TOOLS" 
| AND THEIR USES 


SE A/S SPLENDID SUCESS 
—— HAS BEEN THE BEWARO! 














NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color 
worn or faded carpets and draperies. 
Fast colors— Permanent results. Just 
brush it on. The perfect coloring for 
use with air-gun to re-color old fabrics. 


Information and Sample on Request. 


Helms Chemical Company 
58 W. Washington Blvd. Oak Park, Ill. 














GLASS SILK (SPUN GLASS) 
seautitu l by! iterfall Effects, Motion Displ 


nd with Jlored Lighting. Pure White—Fireproot 
Also ‘chean Tubes, Rods and Gazing Globes 
When 5 l tlre Vew Ye i uw 
/ yure to S pla it ry N } 


Manufactured by 


FRIEDRICH & DIMMOCK 
Sales Office: 7 East 42nd St, dew York 








CLOSE-OUT MATERIALS 


ted) and Velton (Heavy Creped Paper 


oth commercis nd stat 
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C. A. REED Co.. Williamsport. Pa. 














“Serving the Display Profession”’ 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


39 W. 37th St. New York City 
Bet. Sth and 6th Ave. Phone Wi 7-8485 











=~! Novodom Turntable 


Runs 4 Weeks on 
Flashlight Batteries 


NO = penaa 
ELECTRICITY 
ARISTO MFG. CO. 


630 5th Ave., New York City 
Agents Wanted 














Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


(0 Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Booths, Floats and Exhibits 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 

Crepe Papers 

Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 

Display Furniture 
Display Forms 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 

Flags and Banners 
Foils 

Grass Mats 

Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
Mouldings 

Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
Plaques (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastic and Composition Pieces 
Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 
Socks—Window 

Show Cards 

Show Card Colors 
Show Cases 

Show Case Lighting 
Signs—Card Holders 
Signs—Brass—Bronze 
Signs—Electric 

Sleeve Forms 

Stencil Outfits 

[}) Stock Posters 

Store Designing 

Store Fronts 

Tackers 

Time Switches 
Turntables 

Valances 

Wall Board 

Window Drapes 

() Window Lighting 

C) Wood Carvings 


[) Do you wish a copy of their catalogue? 
[} Do you plan to remodel your store soon? 
C Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 
CINCINNATI, OHIO 
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APRIL, 1914 

The Milwaukee Association of Window 
Trimmers and the Advertising Association 
of the same city held a joint meeting at 
which E. J. Berg, president of the former 
group, presided. George J. Cowan, presi- 
dent, The Koester School, Chicago, gave an 
illustrated lecture. 

Andrew D. Hopkins, formerly with Gimbel 
Brothers, New York City, joined A. D. Mat- 
thews’ Brooklyn, as display manager. 

The “tango craze” was sweeping the coun- 
try and displaymen everywhere tied-in with 
it. In a display for Levy Bros. & Co., Sa- 
vannah, Ga., a setting by John Farren fea- 
tured a dancing couple and two mannequins 
apparently operating a Victrola. A real Vic- 
trola was kept in operation in the basement 
below the window, with ventilators open so 
that the music could be heard on the street 

thus probably being the first forerunner of 
the current “sound” displays. 

Claude J. Potter, president, International 
Association of Window Trimmers, was guest 
of honor at a meeting of the Western New 
York Window Trimmers Association, at 
Buffalo. E. Dudley Pierce, Sibley, Lindsay 
& Curr, Rochester, was one of the speakers. 

Fifty New York City displaymen formed 
a local organization known as the Greater 
New York Display Manager and Window 
Trimmers’ Association. The following were 
elected to office: A. J. Edgell, president; N. 
J. Fienglos, Thomas A. Knapp, and S. Nissel, 
Childs, secretary; 


Sons, 


vice-presidents; C.  L. 
Charles Irwin, treasurer. 

The South Eastern Kansas Window Trim- 
mers Association was formed, with a mem- 
bership of nineteen. 


APRIL, 1929 


The Central Illinois Association of Dis- 
play Men held its spring convention at 
Bloomington. Paul L. Wertz, A. Livingston 
& Son Company, was president. On the pro- 
gram were Carl V. Haecker, Montgomery 
Ward & Co., Chicago, and James Foley, 
executive secretary, International Associa- 
tion of Display Men. 

The activity among local display clubs was 
fact that thirteen meetings 
April issue of DIS- 


indicated by the 
were reported in the 
LAY WORLD. 

Arthur J. Long became display manager 
for A. Herz Company, Terre Haute, Ind., 
succeeding R. H. Brennan, resigned. 

William Allen resigned his position as as- 
sistant to Irving Eldredge, R. H. Macy & 
Co., New York City, and announced his re- 
tirement. was taken by Ben G. 
Read. 

Ross Stewart, of the display staff of Lord 
& Taylor, New York City, sailed for a ten- 
week trip through Europe. Richard Wallace 


His place 


was in charge of display for Lord & Taylor 


at that time. 
Harold F. 
manager of the 
Rockford, Ill. 
M. Hirsch became display manager for 
Nugent's, St. Louis, Mo. He was formerly 


Baker was the new display 
Baker-Lindner Company, 


APRIL, 19 


with Lane Bryant, Inc., of the same city 

Herman Van Eckard, formerly with | 
& Taylor, New York City, was named « 
play manager of The Hecht Comp 
Washington, D. C. 

Ralph W. Shea resigned as display n 
ager of Stern & Mann Company, Can 
Ohio, and joined the display staff of J 
Hudson Company, Detroit, Mich. 





Booklet On Interior Displays 
Issued By Agency 

The Grey Advertising 
West 31st street, New York City, 
issued a booklet entitled “How to get I 
rior Displays into Department Stores,” wh« 
discusses the importance of interior 
plays, shows ten types of interior disp! 
“that department stores will use,” and si 
ideas from display managers of New \ 
City stores. The mechanics of such displ; 
are also discussed. 


Agency, Inc., 
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* MAKE YOUR RESERVATIONS 
Sc Now! 








28 Special arrangements have been made with the American Express 
tes Co. to cooperate with the 1.A.D.M. Convention Committee in secur- 
which ing the choicest hotel accommodations at special low rates for those 
* if | attending the 1.A.D.M. Convention in New York, June, 25-29, 1939. 
'Y rk | All I. A. D. M. Sessions. Choice of Hudson River Day Line 
splays ‘Day Program New York Harbor Cruise or trip 


Taxicab transfer from rail- 















































: : to West Point or Newburgh, by 
New York Includes road terminal in New ae - ; 
ED, , steamer. 
York to hotel. pe ; 
Taxicab transfer from hotel to rail- 
nts Five nights in hotel (room only—no road terminal in New York. 
meals). Prices below are per person, varying 
r : . ee ith hotel accommodations selected, 
Three Souvenir Admission Tickets to !t hot : re 
27 she World's Fair and include all services specified above. 
45 Single Room Double Room 
’ >: ° . y Ss ji ath with Bath 
47 Grand Sightseeing Tour of New York HoTELs with Bat nog 
37 Y . . Group 1.... $45.35 $35.35 
i by Gray Line Motor Coach. C D 39 85 9.10 
. x yroup <.... 32.00 a9. 
: a . . ‘ 97 95 9 
a Choice of tour of National Broadeast- Group 3... 2159 pipe 
4) ing Studios at Radio City or admis- Group 4.... 25.39 24. 
29 sion to Rockefeller Center Observa- I. A. D. M. Registration Fee — $2.00 
35 tion Roof. Additional. 
2 MEMO 
29 ee 
2 TO A DISPLAY EXECUTIVE HOTELS 
44 ll 29 ees - 
\ anybody te ou it’s “just ; : P 
Cover = let any Wud : a 2 A wide choice of hotels have been included 
27 “einer convention. in these arrangements, grouped in accord- 
a At this convention you'll get first hand ance with their prevailing rates: 
37 information from the —-, fountain- GROUP 1—Ambassador, Barbizon GROUP 3—Abbey, Alamac, Aller- 
47 head of Display — at Clinic Sessions Plas, Besciny, Beckshice, Reverie. ton Howe, “Allerton Howse, ae 
. . 7 ° . . . ‘ izon, Beacon, Belmont Plaza, Belve- 
2 held in leading New York Department Biltmore, Chatham, Croydon, Glad- 50" 5 Sin” Bretton Hall, Bristol 
45 Stores. ps pg ning ea Bryant, Cameron, Capitol, Dixie, 
: ouse, New Weston, New Yorker, Forrest, 44th Street, George Wash- 
4 At this convention you'll hear Alan A. ‘Park Lane, Pennsylvania, Pierre, ington, Great Nerthow. Hamilton, 7 
. I N * Plaza, Ritz Carlton, Ritz Towers, erald Square, Knickerbocker, Lincoln, Marie 
. 47 Wells, Sales Promotion Manager of the Roosevelt, Savoy Plaza, Vanderbilt, West- Antoinette, Martinique, Midston House, Mil- 
en ere ee bury, Weylin, Wyndham. Parkside,” Flccediliy Piyesoath, " Proniavet, 
oi , ‘ ‘ ; 4 2 
Cover le were a Visp “wd g' GREP S~<Adenn Aleeeenin, Aleem, dete. Prince George, Raleigh, Regent, Ruxton, 
42 hear Lord & Taylor’s famous Dana é Seville, St. George (Brooklyn), Taft, Times 
Barbison Plaza, Belmont Plaza, Beverly, 2 are 
7 . \ Square, Tudor, Van Rensselaer, Victoria, 
31 O’Clare discuss Displays of Tomorrow. Blackstone, Brittany, Broadmoor, Commo- — Webster Wellington, Wentworth, Westover, 
4\ You’ll hear reports on display promo- dore, Dauphin, Edison, Fifth Avenue, Glad- Windsor, Woodstock, Woodward. 
_ 47 . ‘s ‘ stone, Gorham, Governor Clinton, Grosvenor, GROUP 4— Aberdeen, Albert, Beekman 
33 tions which increased sales 300 aad cong. Langdon, Lincoln, McAlpin, New Weston, Tower, Breslin, Century, Chelsea, Colonial, 
’ . . ° ‘one Vi : Cornish Arms, Earle, Embassy, Emerson, 
47 Don t miss this year 8 I. A. D. M. Con —— Soin, benaiad aaergettgy eraP-artn Empire, Endicott, Flanders, Grand, Grand 
° ° r 9n_9 Park Central, Pennsylvania, St. Moritz, Salis- : . . . 
46 vention in New York — June 25 29 “ . Union, Gregorian, Greystone, Hargrave 
44 H t ] A bury, Seymour, Shelton, Shoreham, Tuscany, Imperial, Kenmore Hall, Ledonia, Madison, 
39 otel Astor. Vanderbilt, Webster, Wentworth, Weylin, *Martha Washington, Midtown, Park Cres- 
White, Whitehall, Winthrop, Woodstock, cent, Park Plaza, Paris, Rex, Stanford, Strat 
39 Wyndham. ford House, Times Square, Wolcott 
47 *Women only. 
4l cee ce cee ce ee ce cer cr re ce ee ee ce ere ee ee ee ee ee ee ee ee ee ee eee Where a hotel is listed in more than one 
27 | group, superior accommodations will be 
9 MR. SYL C. RIESER, Managing Director provided when the rate for the higher 
= International Association of Display Men | group is paid. 
. 907 ~ > . : : Double room prices include room 
48 207 Hotel De Soto, St. Louis, Missouri | ott a aan toh cnet private bath. 
31 I will attend the I. A. D. M. Convention in New York, June 25-29, 1939. Please reserve for me accommo- | = beds will be furnished if avail- 
able. 
= dations for the.......... .Day Program outlined. I will be accompanied by .persons and we | 
42 will require accommodations consisting of. . .double rooms(s) at the | 
29 rates shown for Group. . .. Arrival date in New York eee ; . 1939. | 
On or before June 1, 1939, I shall send my check to you for the amount involved in order that you may then 
J 
+ Cover d Whi ih , ick y 
send me my all inclusive ticket. 
45 
4\ | 
a | Se ee ee ers!) Nee 
44 | 
25 
CITY AND STATE............ | 





CEN 
SIMPLE or — PERMANENT or TEMPORARY 


. . » Whatever types of displays you wish, 


YOU CAN BUILD THEM BEST 
OF DOUGLAS FIR PLYWOOD! 


Douglas Fir Plywood has proved the 
answer to many a displayman’s pray- 
ers! This big laminated lumber is light- 
weight, split-proof —and easy to work 
acct, with all tools. It holds nails and screws 
WE MOA 1D We’ n " right at the edge—can be cut into in- 
' tricate patterns without breaking—or 
bent to pleasing curves. Its satin- 
smooth surfaces have an attractive and 
distinctive grain, making possible nat- 
ural or stain finishes. But Douglas Fir 
Plywood is just as receptive to paint, 

lacquer or wallpaper. 


% 
1S deo baad nt SERIE anet sahen by GOGO troiment 
ee: tee patos fe “ ee ee ee ee ed 


Douglas Fir Plywood is so strong that 

it doesn’t need extra bracing. It can be 

knocked around without damage— 

EFFECTIVE! All of the flat surfaces—including the cutouts of the heads—in this smart Remington Rand exhibit then re-used many times. Order a sup- 
are constructed of Douglas Fir Plywood. As a result, this display is damage-proof yet light in weight. ply of this amazing, low-cost engi- 


neered lumber today from your dealer. 


Buy Douglas Fir Plywood 
by Grade 


Douglas Fir Plywood Wallboard—now 
“grade trade-marked” PLYWALL—is 
most frequently used for interior and 
window displays. For permanent ex- 
terior work or outdoor displays, use the 
Douglas Fir Plywood “grade trade- 
marked” EXT-DFPA. Your lumber 
dealer carries Douglas Fir Plywood in 
convenient sizes up to 4x8 feet and in 
a complete range of thicknesses. For 
more information, write Douglas Fir 
Plywood Association, Tacoma Bldg., 
Tacoma, Wash. 


ORNATE BOARD ROOM from 
Frank Capra's ‘You can't 
Take It With You,” a Col- 
umbia production, has 
puncture-proof walls of 
Douglas Fir Plywood. 


USED AT FAIR! Millions of 
feet of Douglas Fir Plywood 
have been used in both the 
buildings and the exhibits 
at the Golden Gate Inter- 
national Exposition. Ply- 
wood is a favorite with 
architects, builders and dis- 
playmen because it comes in 
big sizes and works easily. 





